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PtOHE  do  most  of  their  buying  from  news* 
papers  because,  more  than  any  other  medium, 
newspapers  provide  the  ready-to*use  buying 
ideas  they  wont. 

The  newspaper  which  has  the  greatest 
influefKe  on  the  doily  lives  of  Oiicogo  people 
is  the  Chicago  Tribune,  h  is  the  primary  source 
of  buying  ideas  for  hundred  i  of  thousands 
more  families  than  ore  reached  by  other  Chi¬ 
cago  newspapers.  It  is  this  market's  No.  1  pro¬ 
ducer  of  buying  action  and  advertising  results. 

Manufacturers,  retailers  and  want  advertis¬ 
ers  place  more  of  their  promotion  funds  in  the 


Tribune  than  they  place  in  all  other  Chicago 
newspapers  combined.  During  the  twelve 
months  ended  December  31,  1953,  they 
placed  in  the  Tribune  more  than  $58,000,- 
000.00  in  advertising— for  more  than  ever 
hos  been  ploced  in  a  similar  period  m  any 
nevrspoper  in  the  world. 

The  prefereisce  of  readers  of  the  Tribune  for 
your  brand  will  result  in  greater  soles,  more 
retail  support  and  a  better  market  posifion  for 
it.  For  facts  and  recommendatiom  that  will  help 
you  build  o  stronger  consumer  franchise  in 
Chicago,  ask  a  Tribuise  representative  to  call. 


EXECUTIVE  and  SALES  OFFICE:  501  FIFTH  AVENUE,  NEW  YORK  17,  N.  Y 


Vancouver 

»SSIST»MT  POBL>»**e" 


orricc 


5CXD  Beatty  Street, 
Vancouver  3>  Canad 
May  12, 


Mr.  I.  Tomberg, 

Wood  Newspaper  Machinery 
501  Fifth  Avenue 
New  York,  N.  Y. 


Dear  Torn*  I 

th.t  OUT \ 
are  in  full  operation  in  ^  production,  I  feel  I 

five  pasters  on  each 

As  you  know,  we  ^ith  Jones  tensions.  1 

of  our  Scott  presses  which  ^  our  web  breaks  have 

flnce  we  put  the  past^  ^S^.^S^TS^atlon  with 
actuaUy  been  fewer  th^  Jays,  for  Instance,  we  ^e  >^1 
splices,  and  In  the  -  a  score  of  AU 

lllsters,  of  which  we  speed  of  k2,000  per 

^ters  were  ^ration,  we  have  ^ 

rr;ast^  ouTnS at  the 
tST^re^-d^-  waste,  particularly  on  color  runs. 

I  might  add,  too,  thirtheir 

the  new  Electro-tab  Ja^JJcooplished  with  a  mlniiDUin  of 

the  improved  production  "  able  to  conplete  our  pwss 

aad  we  are  Electro-tabs  in  the  very 

line  with  the  addition  or  lovu 

near  future.  /^ /  /J 

YmiiA  slncerel/y 


distant  Biblisher. 


they  Buy  More  because  they  Have  More 


►  It’s  BIG  .  .  .  over  600,000  population 

►  It’s  STEADY  .  .  .  unsurpassed  for  diversification  and 
balance  of  industry  and  agriculture 

►  It’s  EASILY  REACHED  .  .  .  you  get  saturation 
coverage  of  the  metropolitan  area,  plus  an  effective  bonus 
coverage  of  the  44  surrounding  counties  in  The  Star  and 
The  News.  Write  for  complete  market  data  today. 


•  With  an  average  income  per  family  of  $6593*  it’s  easy 
to  see  why  people  do  buy  more  in  this  great  market.  That’s 
25.7%  above  the  national  average  .  .  .  7th  highest  in  the 
nation  among  cities  of  600,000  population  and  over! 

That’s  why  you’ll  find  ready  and  able  customers  for  any 
worthwhile  product  .  .  .  from  pianos  to  pie  pans.  And  you 
get  these  other  vital  market  advantages  as  well: 


KELLY-SMITH  COMPANY  •  NATIONAL  REPRESENTATIVES 


'Consumer  Income  Supplement,  1954,  Standard  Rate  &  Data  Service. 


The  Indianapolis  Star 


THE  INDIANAPOLIS  NEWS 


IT  S  A  FACT  ... 

iff  this  eatke  retail  tradmg  zone,  of  aU  zMsuater 
units  whose  intome  is  $6000  and  over  .  .  . 


md  m  this  area  where 

POPULATION  . . . 

INCOME  . . . 

SALES  ...  are  toateuUated* 


THE  HOUSTON  OHIONICLE 

DOMINATES!!! 


41 


ConsMutiv*  Yean 
of  Leadenhip  in 
Advertising  and 
Circulation. 


•  19,167  excess 

in  home  delivery 
over  The  POST! 

*  51,285  excess 

in  home  delivery 
over  The  PRESS! 

Source:  1954  SRDS 

Consumer  Income  Data 


The  Houston  Chronicle 


JESSE  H.  JONES,  Publisher  R.  W.  MCCARTHY,  Advertising  Director 

JOHN  T.  JONES,  JR.,  President  M.  J.  GIBBONS,  National  Advertising  Mgr. 

THE  BRANHAM  COMPANY — National  Representatives 


^lAJliat  Our  l^eaderS  .Sc 


ABC  Treasure 

To  The  Editor:  Congratula¬ 
tions  on  the  excellent  coverage 
E  &  P  has  given  to  the  40th 
birthday  of  the  Audit  Bureau 
of  Circulations. 

Phil  Thomson 

Chicago,  Ill. 

a  *  « 

As  an  old  ABC  man  I  am 
delighted  with  the  way  you 
have  put  together  a  real  history 
of  the  movement  which  had  my 
time  and  attention  and  real  ab¬ 
sorbing  interest  so  many  years. 
This  issue  of  E  &  P  will  be 
treasured. 

O.  C.  Harn 
Santa  Barbara,  Calif. 

Feminine  Force 

To  The  Editor:  I  hope  I 
may  be  permitted  to  voice  vig¬ 
orous  criticism  of  the  question¬ 
able,  even  almost  senseless,  use 
of  feminine  names  for  hurri¬ 
canes,  which,  if  anything,  are 
tragic  evidence  of  the  forces  of 
material,  NOT  human,  nature. 

One  newspaper,  for  example, 
announced  to  its  readers:  “Hur¬ 
ricane  Hazel  gave  the  Lehigh 
Valley  a  swish  of  her  skirts 
last  night  that  left  one  dead,” 
etc.  Rather  a  fatal  “swish,” 
eh,  what?  Other  newspapers, 
big  and  little,  scanned  by  this 
writer,  resorted  to  personified 
blurbs  almost  as  silly. 

To  my  way  of  looking  at  it, 
to  label  the  terrific  onsweep 
of  a  hurricane  as  a  “swishing 
of  skirts”  constitutes  a  personi¬ 
fication  verging  on  pruriency 
and  journalistic  blah-blah. 

Robert  E.  Shafer 
707  Dellwood  St., 

Bethlehem,  Pa. 

Not  Bulk  Mailing 

To  THE  Editor:  The  head¬ 
line  in  your  issue  of  Oct.  9  on 
the  experiment  being  tried  here 
in  delivery  of  newspapers  on 
RED  routes  was  unfortunate 
and,  we  believe,  incorrect.  The 
headline  was  “Bulk  Mailing 
Builds  Rural  Circulation.” 

The  Chattanooga  Times  does 
not  use  bulk  mailings.  That 
term  is  applied  to  the  distribu¬ 
tion  in  third  class  mail  of  un¬ 
addressed  and  mostly  unwanted 
circulars  to  every  address  on 
city  carrier  and  RED  routes. 


The  carrier  receives  from  us  a 
bundle  of  the  daily  issues,  one 
for  every  subscriber.  He  also 
receives,  weekly,  a  list  of  our 
subscribers  on  his  route.  He 
puts  a  copy  of  The  Times  in  the 
box  of  every  subscriber.  He 
does  not  ne^  to  look  for  the 
name  and  address  on  each  copy 
to  make  sure  that  the  copy  for 
Mr.  Sam  Jones  goes  in  the 
Jones  box.  Almost  without  ex¬ 
ception  the  post  office  officials 
and  the  carriers  approve  this 
experiment  as  time  saving. 

The  plan  is  not  brand  new. 
It  was  tried  in  some  cities 
areas  a  few  years  ago  and  was 
stopped  on  orders  from  Wash¬ 
ington.  The  newspapers  which 
used  it  and  the  local  post  office 
officials  liked  it. 

But  this  is  not  bulk  mailing. 
What  we  are  doing  should  not 
be  confused  with  what  is  going 
on  in  third  class  matter. 

Charles  McD.  Pucketti 
General  Manager, 

Chattanooga  (Tenn.)  Times. 

• 


Eliott  ^alzeA 


Police  Beat: 

“The  police  chief  said  the 
changing  of  assignments  of  six 
sergeants  was  ‘routine  and  for 
the  good  of  the  vice.’  ” — A  tlan- 
tic  City  (N.  J.)  Press. 

• 

“While  she  sat  helplessly  in 
her  cake  a  man  climbed  into 
her  car  parked  across  the  street 
and  drove  away.” — Oakland 
(Calif.)  Tribune. 

• 

“The  Sheppard  trial  is  ex¬ 
pected  to  last  at  least  six 
years.” — Indianapolis  (I  n  d .) 
Times. 

• 

“The  woman  was  granted  a 
divorce  when  she  told  the  judge 
that  since  their  marriage  her 
husband  had  spoken  to  her  but 
three  times.  She  was  awarded 
custody  of  their  three  chil¬ 
dren.” — Los  Angeles  (Calif.) 
Times. 

• 

“The  right  leg  of  the  wreck 
victim  was  amputated  above  the 
left  knee.” — Kansas  City  (Mo.) 
Star. 
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published  every  Saturday  with  an  additional  issue  in  February  by  the  Editor  & 
Publisher  Co.,  Inc.,  1475  Broadway,  Times  Tower,  Times  Square,  New  York  36, 
N.  y.  Reentered  as  Second  Class  Matter  at  the  Post  Office  at  New  York  N.  Y., 
under  the  act  of  March  3,  1879.  Annual  subscription  $6.50  in  United  States  and 
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Cofpoiate  OfiiccTS 
Executive  Per»fmnel 


DIFFERENT 


memo  to  on 


manager 


Most  publications  would  shy  away  from  asking 
thousands  of  business  leaders  to  name  the  publica¬ 
tion  each  ranks  first  in  importance  to  himself.  This 
is  a  laurel  many  magazines  and  newspapers  com¬ 
pete  for.  But,  if  you  don't  ask,  how  can  you  learn? 

Of  4,948  corporate  directors  and  officers  who 
recently  answered  an  un-aided  recall  questionnaire 
from  Erdos  and  Morgan,  independent  research 
organization  — 


You’ll  want  to  read  the  complete  report . . .  how 
it  was  made  .  .  .  how  its  impartiality  was  assured. 
It  ranks  and  names  84  publications.  Every  state  in 
the  country  is  included. 


Here’s  information  for  your  own  marketing  strat¬ 
egy.  Take  steps  right  now  to  learn  how  you  can 
bunch  your  best  business  prospects  through  one  pub¬ 
lication  . . .  The  National  Business  Daily. 

To  get  your  own  free  copy  of  the  1954  READ¬ 
ING  PREFERENCES  OF  CORPORATE  OFH- 
CERS  AND  EXECUTIVES  IN  THE  UNITED 
STATES,  phone,  wire,  or  write  on  company  letter¬ 
head  to:  The  Wall  Street  Journal,  44  Broad||St.,  New 
York,  New  York;  711 
West  Monroe  St.;  Chi- 
?11  Young 
l^ahas,  Texas;  415 
Bush  St.,  San  Francisco, 
California. 


49.8%  said  they  read  The  Wall  Street 
Journal  regularly.  (Next  publication: 
26%) 


35.2%  said  The  Wall  Street  Journal  is 
“most  important”  to  them,  from  among 
all  their  newspapers  and  magazines. 
(Next  publication:  17.5%) 


41^997  new 


reader- 


families 


in  just  one  year! 


LO^G  ISLA!%'D  DAILY  PRESS 

and  the 

LONG  ISLAND  STAR-JOVRNAL 

t^omblned  eirtrufatioa  ... 


295.898 


ABC  PUBLISHERS  STATEMENT 
SIX  MONTHS  AVERAGE  SEPT.  30th,  1954 


THE  LONG  ISLAND  SUNDAY  PRESS 

has  added  26,875  NEW  reader-families  in  just  one 
year  ...  the  ABC  PUBLISHERS  STATEMENT,  six 
months  average  Sept.  30,  1954  is  229^359 


NATIONAL  ADVERTISING  OFFICE 
NEWHOUSE  NEWSPAPERS 
STAR  SQUARE,  LONS  ISLAND  CITY  I.  N,  Y. 


^lippinaA 


ir  'k  ir 


Posture  of  the  Press 


umn 


T 


Off-center  navels  are  sure  signs  that  newsmen  are  in  sorry 
shape,  Dick  Bothwell,  St.  Petersburg  (Fla.)  Times  feature 
writer,  discovered  in  a  clinical  survey  of  fellow  staffers. 

Buried  to  the  upper  clavicle 


This  is  Posture? 


m  chiropractic  promotional 
material  while  covering  Na¬ 
tional  Correct  Posture  Week, 
Dick  became  obsessed  with 
builts.  No  Timesman  gave 
honest  answer  to  posture  check 
questions  recommended: 

1.  Does  your  head  tilt  to  the 
I  right  or  left? 

2.  Is  the  circumference  of 
the  abdomen  greater  than  that 
of  the  chest? 

3.  Is  your  navel  off  center? 

“Most  rewritemen  and  many  reporters  do  have  a  pronounced 

head  list  to  the  left,  as  a  result  of  listening  to  the  telephone 
and  writing  at  the  same  time,”  concluded  Reporter  Bothwell 
after  secret  observations.  “Deskmen  are  primarily  guilty  of 
Fault  2,  since  their  habitual  position  allows  greater  develop¬ 
ment  of  abdominal  circumference  and  cramps  the  chest.” 

He  exploded  a  score  of  heated  arguments  with  Question  3, 
failed  to  turn  up  an  owner  of  an  off-center  navel.  The  “litera¬ 
ture”  did  not  give  directions  for  determining  an  o-c-n  or  the 
cause  thereof.  It  was  assumed  that  reporters  who  normally 
walk  at  a  slight  tilt  have  ’em,  however. 

The  reporter  listed  as  an  occupational  hazard  the  fact  that 
most  reporters  and  editors  seem  perpetually  to  be  typing,  tele¬ 
phoning,  jotting  notes  by  hand  and  talking  to  a  second  person 
at  the  same  time.  The  pretzel  posture  common  in  newsrooms 
toward  the  end  of  the  work  trick  is  attributed  to  this  simul¬ 
taneous  multiple  activity. 

In  addition  to  desk  slump  and  telephone  neck,  the  average 
newsman  suffers  from  flop  seat,  the  Posture  Week  reporter 
charged.  (See  his  own  drawing  of  the  Inglorious  Average  Re¬ 
porter).  Rules  stated  that  chairs  should  be  sat  in;  not  on: 

“Sit  back  on  the  seat  until  the  back  of  the  buttocks  touches 
the  back  of  the  chair;  the  slightly  slanting  back  of  the  chair 
provides  support  for  the  trunk  and  will  help  keep  it  erect  with 
a  minimum  of  effort  on  your  part.  Don’t  slump;  avoid  ’sitting 
twice,’  i.e.  once  on  your  shoulders  and  once  on  your  lower  back.” 

Almost  all  newsroomers  (save  Society  girls  with  a  reputation 
to  maintain)  seem  to  be  lower  back  types,  he  found. 

Blaming  the  telephone  for  the  gradual  extinction  of  the  old- 
time  legman  with  good  posture,  he  urges  reporters  to  take  a 
good  long  look  at  themselves,  off-center  navels  and  all. 


Just  My  Type  (Pied) 


H, 


ehe's  the  lead  to  a  feature  story  by  Joan  Capreol  in  the  Fredericton 
(N.  B.)  Daily  Gleaner:  "On  safari  in  Africa,  a  visit  to  Lord  Beaverbrook 
on  the  Mediterranean,  and  now  salmon  fishing  on  the  Miramichi  River, 
all  within  the  past  three  weeks!  That  has  been  the  program  of  Roy  W. 
Howard,  U.  S.  newspaper  magnate,  who,  at  71,  keeps  up  a  pace  that 
could  kill  a  younger  man."  .  .  .  The  Yonkers  (N.  Y.)  Herald  States¬ 
man's  hurricane  streamer:  "Hazel's  Kiss  Leaves  Yonkers  Breathless." 
.  .  .  One  guy  who  doesn't  think  the  world  is  coming  to  an  end  in  an 
atomic  sunset  soon  is  New  York  Daily  News  meteorologist  J.  Henry 
Weber,  who  has  begun  refurbishing  the  12-foot  globe  in  the  News 
Building  lobby  with  the  current  new  names  and  boundaries.  Incidentally, 
the  News  devoted  its  editorial  column  the  other  day  to  its  staff  book 
authors  league,  which  includes  Ben  Gross,  John  Chapman,  Jimmy  Powers, 
Hy  Tiukin,  Dick  Young,  Joe  Trimble,  Carl  Warren,  Ruth  Reynolds, 
Robert  Sylvester,  Jack  lams,  Kermit  Jaediker,  Robert  Parker,  Lowell 
Limpus,  Maxwell  Hawkins,  Antoinette  Donnelly,  Elinor  Ames,  Willella 
de  Campi,  Vincent  Sullivan. 


EDITOR  ac  PUBLISHER  for  October  30,  1954 


4 


America's  Oldest  Newspaper 
The  Hartford  Courant 
Is  190  Years  Old 


il)e  ^onmnt 

The  Oldest  Newspaper  in  America 


The  Hartford  Courant  was  born  on  October 
29,  1764  . .  .  twelve  years  before  the  American 
Revolution. 


The  Courant’s  dynamic  growth  and  its 
influence  on  New  England  thought  today  prove 
that  it  has  maintained  its  youthful  spirit  for 
nearly  two  centuries. 


Down  through  the  years,  The  Courant  has 
recorded  for  its  readers  the  doings  of  nations 
and  individuals. 


Generation  after  generation  has  depended 
on  The  Courant  for  news  of  all  kinds — |K)litical, 
sports,  social  and  civic.  The  offerings  of  mer¬ 
chants,  always  of  news  to  Courant  readers,  are 
welcomed  into  the  home  with  the  news.  No 
history  of  the  country  or  state  or  city  is  as 
complete  as  the  files  of  The  Hartford  Courant. 


From  a  Gilbert  Stuart  portrait  in  the  Connecticut  State  Library. 

George  Washington  was  one  of  The  Courant’s  noted 
subscribers.  Now,  as  then,  The  Courant’s  editorial 
opinions  have  national  influence. 


Sound  policies  of  community  service,  integ¬ 
rity  of  thought  and  true  leadership  have  been 
the  key  to  The  Courant’s  long  life. 
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You  can't 
tell  a  media  man 
by  his  title 

Media  decisions  today  are  a  complicated  business.  It's  a  rare  account  where 
you  can  pin  dow’n  one  person— and  only  one— who  decides  where,  when  and 
how  advertising  budgets  are  to  be  spent. 

Good  reason,  then,  to  put  your  media  and  market  story  before  the  thousands 
of  advertising  and  business  executives  who  will  be  reading 

The  New  York  Times 

Review  &  Forecast  of  U.  S.  Business, 

Industry  and  Finance 
on  Monday,  January  3,  1955. 

This  important  issue  of  The  New  York  Times  will  be  read  by  management 
executives  across  the  country.  These  are  the  men,  in  business  and  industry, 
who  have  a  great  deal  to  say  about  media  selection  and  expenditures.  They 
are  board  chairmen,  company  presidents,  sales  managers,  bankers. 

Your  message  in  The  New  York  Times  annual  business  review  will  reach 
them  when  they  are  looking  for  the  facts  that  influence  their  decisions. 

More  advertising  executives,  too— at  both  agencies  and  accounts— see  and 
remember  media  advertising  in  The  New  York  Times,  more  than  in  any 
other  newspaper. 

Sell  your  market,  sell  your  ability  to  sell  that  market  with  your  advertising 
in  The  New  York  Times  annual  business  review  issue.  Make  your  space 
reservations  now. 

NeUr  Uork  Sinter 

"All  THE  NEWS  THAT'S  FIT  TO  PRINT" 

For  35  years  first  in  advertising  in  the  world’s  first  market 
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Color  Comics  Advertising 
Linage  Curve  Is  Upward 

Retailers’  Use  of  Medium  Provides 
Encouraging  Sign  After  ’53  Slump 


What  does  the  future  hold 
for  color  comics  advertising  in 
newspapers  ? 

Admittedly,  the  present  is 
not  rosy,  for  linage  in  color 
comics  has  dropped  at  least 
30%  since  the  middle  of  1953, 
but  the  cold  fact  is  that 
publishers  are  not  greatly 
alarmed. 

According  to  statistics  of  the 
past  10  years,  the  volume  of 
comics  advertising  is  subject  to 
considerably  more  fluctuation 
than  run-of-paper  linage.  It  is, 
and  always  has  been,  a  busi¬ 
ness  of  recurrent  peaks  and 
valleys — but  the  level  of  each 
successive  peak  and  valley  has 
been  above  that  of  its 
predecessor. 

Trend  Is  Upward 

So  far,  the  trend  line  of  the 
medium’s  volume  has  been  gen¬ 
erally  upward.  The  slump  of 
late  1953  and  early  1954  does 
not  necessarily  contradict  that 
statement.  Those  concerned 
with  the  sale  of  comics  adver¬ 
tising  space  and  with  the  pro¬ 
duction  of  color  comics  adver¬ 
tising  told  Editor  &  Publisher 
that  the  past  three  months 
have  been  marked  by  a  note¬ 
worthy  improvement  over  the 
previous  six  months.  They  had 
word  that  a  number  of  old 
stand-bys  are  preparing  new 
campaigns  in  this  tried  and 
tested  newspaper  medium. 

Color  comics  advertising,  a 
bold  experiment  in  the  depres¬ 
sion-stricken  Thirties,  is  an  ac¬ 
cepted  instrument  in  national 
marketing.  Up  to  the  present, 
color  comics  sections  have  been 
consistently  and  successfully 
used  by  advertisers  of  foods, 
drug  products,  and  cigarettes, 
with  occasional  noteworthy 
campaigns  by  automotive  man- 
ofacturers.  They  have  been 
aaed  but  seldom  until  recently 


by  Arms  with  less  than  nation¬ 
wide  distribution,  and  the  bulk 
of  the  comics  supplement  copy 
appears  in  newspapers  which 
are  sold  as  parts  of  group 
packages.  That  has  been  the 
history  of  the  past  20-25  years. 

An  encouraging  factor  is  the 
solid  and  spectacular  growth  of 
retail  comics  advertising  in  a 
number  of  markets  since  1950. 

Today  the  Sunday  comics  in  a 


number  of  large  and  small  ci¬ 
ties  are  carrying  the  copy  of 
furniture  merchants,  of  hard¬ 
ware  stores,  of  novelty  and 
jewelry  shops,  etc.  This  copy 
is  aimed  strictly  at  the  adult 
market,  for  it  offers  household 
equipment,  machine  and  hand 
tools  for  the  handy  man  and 
hobbyist,  Ashing  tackle,  nov¬ 
elty  jewelry,  and  other  lines. 
Its  volume  is  still  small,  in 
comparison  with  that  of  the 
established  general  advertisers 
in  the  comics,  but  its  steady 
expansion  indicates  that  retail¬ 
ers  have  found  the  comics  a 
proAtable  medium. 


RETAIL  AMP  AUTO  TOTAL  AND  GENERAL 
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According  to  men  who  watch 
the  Aeld  closely,  this  class  of 
comics  advertising  has  contin¬ 
ued  to  gain  through  1954  in 
many  cities.  In  a  sample  of 
Media  Records  Agures,  (see 
chart),  retail  comics  advertis¬ 
ing  in  the  Arst  six  months  of 
1954  exceeded  its  total  for  all 
of  1953. 

As  might  be  expected  for 
an  advertising  form  which  has 
been  developed  from  scratch  in 
little  more  than  20  years  (and 
those  the  years  in  which  re¬ 
search  has  been  emphasized) 
considerable  digging  has  ac¬ 
complished  notable  results. 

Promotion  material  issued 
by  Puck — The  CJomic  Weekly 
and  by  the  Metropolitan  Group 
of  Sunday  Newspapers  (the 
two  largest  sales  organiza¬ 
tions)  is  elaborate  and  skillfuL 
Economy  Stressed 

Economy  for  the  advertiser 
is  a  major  note  in  the  promo¬ 
tion  of  both  Puck  and  the  Met¬ 
ropolitan  Group. 

A  full  page  purchased  in  all 
of  the  21  newspaper  sections 
served  by  Puck  costs  $41,000, 
at  open  rates,  subject  to  fre¬ 
quency  discounts.  A  full  page 
in  the  basic  Metro  group, 
which  includes  20  newspaper 
sections,  costs  $42,500,  subject 
to  discounts.  Full  pages,  how¬ 
ever,  are  not  the  preferred  di¬ 
mension  in  the  comic  sec¬ 
tions,  since  advertisers  wish 
their  message  to  appear  on  a 
page  which  already  commands 
the  reader’s  attention  with  an 
established  feature. 

In  the  magazine  Aeld,  tne 
Saturday  Evening  Post  sells 
a  four-color  page  for  $23,310, 
and  a  four-color  insert  in  Life 
costs  $28,900. 

Puck  Agures  its  cost,  per 
thousand  readers,  based  on  a 
half-page  advertisement,  as 
comparable  with  the  size  of 
copy  used  in  national  maga¬ 
zines,  at  $2.49.  This  is  based 
on  ABC  circulation  as  of 
March  31,  1954,  of  9,614,252. 
The  basic  Metro  group  is  Ag- 
ured  at  $2.02  per  thousand 
readers  for  a  half-page  adver¬ 
tisement,  based  on  total  circu¬ 
lation  of  12,610,340,  as  of 
March  31,  1954. 

The  Saturday  Evening  Post 
rate  Agures  at  $5.11  per  thous¬ 
and,  and  Life  works  out  at 
$5.67  per  thousand. 

(Continued  on  page  8) 
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COMPARATIVE  TABULATION  OF  COLOR  COMICS  LINAGE 
1944-1954  (First  Six  Months) 


1954  (First  Six  Months) 


Name  of  Newspaper 

Retail 

General 

Automotive 

Total  I 

Jacksonville  Times-Union  . 

129,379 

1,302 

130,681 

New  Haven  Register  . 

..  20,580 

104,594 

1,953 

127,127 

Columbus  Dispatch  . 

33,796 

148,162 

1,995 

183,953 

Baltimore  Sun  . 

7,608 

131,243 

3,805 

142,656 

Puck-The  Comic  Weekly  . 

96,156 

3,822 

99,978 

Boston  Globe  . 

50,456 

130,438 

5,040 

185,934 

New  York  News  . 

...  1,960 

98,610 

3,920 

104,490 

Totals  (6  ms.  1954)  . 

114,400 

838,582 

21,837 

974,819 

1953 

Jacksonville  Times-Union  . 

6,090 

282,122 

1,306 

289,518 

New  Haven  Register  . 

..  4,872 

218,960 

223,832 

Columbus  Dispatch  . 

...  45.724 

340,654 

3,990 

390,368 

Baltimore  Sun  . 

.  3,800 

295,912 

6,175 

305,887 

Puck-The  Comic  Weekly  . 

243,991 

4,459 

248,450 

Boston  Globe  . 

52,997 

358,855 

8,281 

420,133 

New  York  News  . 

231,770 

6,370 

238,140 

Totals  1953  . 

113,483 

1,972,264 

30,581 

2,116,328 

1952 

Jacksonville  Times-Union  .... 

9,794 

258,287 

1,306 

269,387 

New  Haven  Register  . 

6,776 

151,255 

3,920 

161,951 

Columbus  Dispatch  . 

46,718 

354,459 

1,330 

402,507 

Baltimore  Sun  . . 

...  12,350 

313,015 

2,875 

328,240 

Puck-The  Comic  Weekly  . 

311,980 

3,822 

315,802 

Boston  Globe  . 

.  25,389 

354,585 

3,773 

383,747 

New  York  News  . 

255,875 

2,940 

258,815 

Totals  1952  . 

101,027 

1,999,456 

19,966 

2,1215.449 

1951 

Jacksonville  Times-Union  .... 

9,146 

291,595 

5,551 

306.292 

Now  Haven  Register  . 

....  1,904 

179,816 

1,589 

183,309 

Columbus  Dispatch  . 

....  3,976 

399,390 

6,979 

410,345 

Baltimore  Sun  . 

....  1,900 

352,195 

4,750 

358,845 

Puck-The  Comic  Weekly  .... 

341,796 

6,685 

348,481 

Boston  Globe  . 

....  9,520 

370,278 

6,685 

386,483 

New  York  News  . 

291,335 

5,425 

296,760 

Totals  1951  . 

.  26,446 

2,226,405 

37,664 

2,290,515 

1950 

Jacksonville  Times-Union  .  .. 

980 

239,336 

7,836 

248,152 

New  Haven  Register  . 

952 

97,864 

7,644 

106,460 

Columbus  Dispatch  . 

377,834 

10,608 

388,442 

Baltimore  Sun  . 

.  10,456 

322,146 

12,062 

344,664 

Puck-The  Comic  Weekly  .... 

340,700 

10,507 

3FI.207 

Boston  Globe  . 

341,902 

10,178 

352,080 

Now  York  News  . 

263,620 

7,840 

271,460 

Totals  1950  . 

.  12,388 

1,983,402 

66,675 

2,062,465 

E  &  P INDEX 


Advertising  News  15-30 

Books  in  Review  . .  39 

Circulation  .  50 

Classified  Clinic  .  34 

Editorial  .  40 

Letters  .  2 

Linage  for  September  60 

Personals  .  41 

Photography  .  65 

Promotion  .  32 

Ray  Erwin’s  Column  4 

Shop  Talk  .  72 

Short  Takes  .  2 

Syndicates  .  48 


Any  article  appearing  in  this 
publication  may  be  reproduced 
provided  acknowledgement  is 
made  of  the  Editor  &  Pub¬ 
lisher  copyright  and  date  of 
issue. 


NOTE — Baltimore  Sun,  Boston  Globe 
and  New  York  News  are  members 
of  Metro  Basic  Group;  figures 
for  Puck-The  Comic  Weekly  are 
those  of  the  Baltimore  American 
but  substantially  represent  the  lin¬ 
age  carried  by  all  papers  in  Puck- 
The  Comic  Weekly  group. 


Color  Comics  Ads 

(Continued  from  page  7) 


There  are  approximately  430 
newspapers  which  offer  either 
Saturday  or  Sunday  color  com¬ 
ics  advertising,  and  in  a  few 
cases,  both  Saturday  and  Sun¬ 
day  sections. 

Other  Sales  Groups 
Besides  the  two  large  sales 
organizations  mentioned,  there 
are  15  others  which  offer  sales 


1949 


Name  of  Newspaper 

Retail 

General  Automotive 

Total  1 

Jacksonville  Times-Union  . 

7,840 

174,713 

2,162 

184,715  f 

New  Haven  Register  . 

116,228 

4,557 

120.785  i 

Columbus  Dispatch  . 

663 

356,461 

8,618 

365.742  8 

Baltimore  Sun  . 

4,557 

335,496 

8,255 

348,301  S 

Puck-The  Comic  Weekly  . 

395,626 

6,685 

402.311  tl 

Boston  Globe  . 

637 

364,763 

365,400  i 

New  York  News  . 

293,760 

5,890 

299.640  1 

Totals  1949  . 

13,697 

2,037.047 

36,157 

2.086.901  1 

1948 

Jacksonville  Times-Union  . 

980 

148,698 

4,488 

154.166  [i 

Ni 

New  Haven  Register  . 

86,074 

5,880 

91.954  || 

ha 

Columbus  Dispatch  . 

1,657 

389,413 

10,937 

402.007  ) 

fu 

Baltimore  Sun  . 

12,477 

349,02 1 

9,840 

371.338  1 

pu 

Puck-The  Comic  Weekly  . 

385,225 

10.918 

396.143 

wl 

Boston  Globe  . 

369,034 

1,911 

370.945  1 

an 

New  York  News  . 

1,960 

313,088 

6,870 

321.918  1 

Totals  1948  . 

17,074 

2.040,553 

50,844 

2,108,471 

re 

1947 

Us 

Jacksonville  Times-Union  . 

124,107 

3,570 

127.677 

sii 

New  Haven  Register  . 

78,756 

1,960 

80,716 

th 

Columbus  Dispatch  . 

305,023 

5,310 

310,333 

CO 

Baltimore  Sun  . 

1,900 

337,093 

5,080 

344.073  ' 

Puck-The  Comic  Weekly  . 

369,838 

5,096 

374,934  1 

Boston  Globe  . 

371,590 

4,459 

376,049 

New  York  News  . 

2,500 

333,595 

4,000 

340,095  > 

fu 

Totals  1947  . 

4,400 

1,920,002 

29,475 

1.953,877  ; 

W( 

1946 

he 

Jacksonville  Times-Union  . 

84,364 

3,367 

87.731  j 

to 

New  Haven  Register  . 

34,461 

34,461  J 

pv 

Columbus  Dispatch  . 

1,085 

244,969 

4,724 

250,778  ] 

ac 

Baltimore  Sun  . 

270,726 

20,867 

291,593  1 

ue 

Puck-The  Comic  Weekly  . 

324,394 

4,459 

328,853 

bv 

Boston  Globe  . 

291,968 

4,529 

296,497  ,i 

PJ 

New  York  News  . 

240,900 

3,500 

244,400  ' 

(K 

Totals  1946  . 

1,085 

1,491,782 

41,446 

1,534,313  ^ 

1945 

i 

1  th 

Jacksonville  Times-Union  . 

85,471 

4,648 

90,119  ’ 

t  31 

New  Haven  Register  . 

52,829 

52,829  . 

j  w 

Columbus  Dispatch  . 

168,790 

168,790  < 

er 

Baltimore  Sun  . 

980 

233,043 

1,946 

235,969 

Puk-The  Comic  Weekly  . 

307,090 

307,090  1 

Di 

Boston  Globe  . 

199,871 

199,871 

New  York  News  . 

500 

167,000 

167,500 

Ul 

H 

Totals  1945  . 

1,480 

1,214,094 

6,594 

1,222,168 

nc 

Vj 

1944 

1 

oc 

Jacksonville  Times-Union  . 

96,789 

8,547 

105,336 

New  Haven  Register  . 

71,621 

1,939 

73,560 

m 

Columbus  Dispatch  . 

188,195 

2,170 

190,365 

A 

Baltimore  Sun  . 

261,168 

1,932 

263,100 

in 

Puck-The  Comic  Weekly  . 

325,619 

325,619 

th 

Boston  Globe  . 

230,123 

230,123 

New  York  Nows  . 

1,000 

182,000 

183,000 

di 

Totals  1944  . 

1,000 

1,355,515 

14,588 

1,371,103 

H 

"  01 

service  to  groups  of  varying 

printed  in 

rotogravure.  For 

bi 

sizes  and  composition.  For  ex- 

this  service 

the  Post  charges 

it 

ample,  Texas  Sunday 

Comic 

$2,080  for  a 

full  page.  Other 

id 

Section,  Inc.,  of  Dallas,  sells  a 

rotogravure 

color  comics  are 

tc 

block  of  34  Texas  newspapers. 

published  by 

the  Philadelphia 

ai 

plus  28  newspapers  in 

other 

Inquirer  and  the  St.  Louis 

states. 

Post-Dixpatch. 

While  most  large  city 

news- 

Rates  for 

the  smaller  group 

“i 

papers  are  affiliated  with  one 

organizations 

are  comparative- 

or  another  of  these 

sales 

ly  low.  The 

Arkansas-Oklaho- 

groups,  a  surprisingly 

large 

ma  Comic  Group  charges  $250 

m 

number  are  not.  Among 

them 

a  page  in  four  colors, 

covering 

C( 

the  Denver  (Colo.)  Post  is  out-  three  newspapers  with  a  com-  *  vi 
standing  for  its  comics  section  (Continued  on  page  58)  I  n 
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Under  $500,000  Income 

NLRB  Policy  Exempts 
Small  Newspapers 


HONORED — Dean  Burton  K.  Marvin  (left)  of  the  William  Allen  White 
School  of  Journalism  at  the  University  of  Kansas,  presents  a  bronze 
plaque  to  Charles  M.  Merger,  veteran  editor  of  the  Abilene  (Kas.) 
Reflector-Chronicle— often  referred  to  by  President  Dwight  Eisenhower 
as  his  "home  town  paper” — and  the  first  teacher  of  journalism  at  the 
University  of  Kansas.  Mr.  Merger  has  been  an  editor  for  more  than  60 
years.  At  92  ha  is  the  oldest  active  editor  in  the  state. 


W.\SHINGTON 
By  a  three-to-two  vote,  the 
National  Labor  Relations  Board 
has  formalized  a  policy  of  re¬ 
fusing  jurisdiction  in  labor  dis¬ 
putes  involving  newspapers 
which  have  less  than  $^0,D00 
annual  gross  income. 

Early  this  year,  the  Board 
reviewed  jurisdictional  stand¬ 
ards  determined  in  1950  “in  the 
light  of  the  Board’s  experience 
since  their  adoption  and  also  in 
the  light  of  changing  economic 
conditions.” 

Without  then  having  a  speci¬ 
fic  case  before  them,  a  majority 
proclaimed,  as  a  policy,  that  in 
future  newspaper  cases,  NLRB 
would  assert  jurisdiction  over 
newspaper  companies  which 
hold  membership  in  or  subscribe 
to  interstate  news  services,  or 
publish  syndicated  features,  or 
advertise  nationally  sold  prod¬ 
ucts,  only  if  the  gross  value  of 
business  of  the  particular  enter¬ 
prise  involved  amounts  to  $500,- 
000  or  more  per  annum. 

t  Standard  Applied 

The  standard  was  applied  for 
the  first  time  this  week.  Penin- 
s  u  1  a  Independent  Editorial 
Workers  Association,  independ¬ 
ent,  petitioned  for  a  collective 
bargaining  election  with  the 
Daily  Press  Inc.,  publisher  of 
the  Daily  Press  and  Times 
Herald,  morning  and  afternoon 
newspapers  at  Newport  News, 
Va.  The  income  exceeded  $500,- 
000. 

Guy  Farmer,  NLRB  chair¬ 
man,  and  Philip  R.  Rodgers  and 
Albert  C.  Beeson,  members,  cit¬ 
ing  the  income  figure,  declared 
the  newspapers  not  within  the 
exception  to  the  rule  on  juris¬ 
diction.  Abe  Murdock  and  Ivar 
H.  Peterson  filed  a  dissent, 
opening  the  entire  issue  and 
bringing  on  an  unusually  spir¬ 
ited  contest  of  administrative 
ideologies.  Their  argument  went 
to  the  policy  alone;  they  were  in 
agreement  that  the  Board 
should  take  jurisdiction  in  the 
case. 

The  dis.senters  contended  that 
“newspaper  companies  which 
are  members  of  interstate  news 
services,  etc.,  constitute  instru¬ 
mentalities  and  channels  of 
commerce,  (therefore)  a  dollar 
volume  test  cannot,  and  should 
*>ot,  be  applied  in  determining 


whether  to  take  jurisdiction  of 
them.” 

The  majority  accused  its  col¬ 
leagues  of  adopting  “the  es¬ 
oteric  position”  that  “the  small¬ 
est  newspaper  in  the  smallest 
village  in  the  nation  carrying  a 
syndicated  comic  strip  has  a 
pronounced  impact  upon  com¬ 
merce.” 

Truly  Local’  Claimed 

Circulation  of  the  two  pa¬ 
pers  is  almost  wholly  intra¬ 
state.  Newsprint  and  syndicated 
material,  as  well  as  AP  wires, 
cross  state  lines  and  national 
advertising  in  1953  accounted 
for  $200,637.  With  only  205 
daily  copies  and  225  of  the 
Sunday  edition  going  out  of 
Virginia,  the  company  claimed 
it  is  truly  local  in  character. 
This  brought  in  the  application 
of  Board  policy. 

The  gross  income  of  Daily 
Press,  Inc.  for  the  calendar 
year  1953  was  $2,406,564,  of 
which  $200,637  was  derived 
from  national  advertising.  Its 
principal  purchases  for  1953 
were  $29,412  for  Associated 
Press  wire  service,  $31,793  for 
feature  syndicates,  and  $469,- 
562  for  newsprint. 

The  Murdock-Peterson  dis¬ 
sent  was  unusual.  It  began  with 
a  note  of  approval  of  the  de¬ 
cision  reached,  and  having  en¬ 
dorsed  the  policy  on  jurisdic¬ 
tion  in  the  instant  case  went 
on  to  suggest  that  the  same 
policy  might  be  misapplied  to 
future  cases,  not  now  before  the 
board. 

They  argued  that  the  size  of 
a  particular  enterprise  is  not 
a  true  or  reliable  index  of  its 
impact  upon  the  flow  of  inter¬ 
state  commerce;  that  the  na¬ 
ture,  and  not  the  magnitude, 
determines.  Reviewing  earlier 
cases  and  the  decisions  reached, 
Murdock  and  Peterson  accused: 
“Our  majority  colleagues  are 
willing  to  cast  aside  in  what 
we  consider  cavalier  fashion 
this  valuable  knowledge  based 
upon  many  years  of  adminis¬ 
trative  experience.  We  are  not. 

The  dissenters  complained 
that  the  $500,000  gross  income 
is  arbitrary,  chosen  without 
rhyme  or  reason,  and  for  some 
reason  within  the  exclusive 
knowledge  of  the  Board  majori¬ 
ty.  But,  they  wrote,  employers. 


employees,  and  the  public  are 
entitled  to  know  and  they  of¬ 
fered  to  attempt  explanation  by 
reference  to  public  records, 
saying: 

“It  is  clear  that  the  $500,000 
figrure  selected  by  the  majority 
would  place  approximately  65% 
of  the  daily  and  95%  of  the 
weekly  and  semi-weekly  news¬ 
papers  in  the  country  outside 
the  Board’s  jurisdiction.” 

The  dissenters  noted  that  in 
1932  over  275,000  employes 
worked  for  newspapers  in  the 
United  States. 

Chairman  Farmer  and  his 
two  associates  quoted  data  of 
the  Bureau  of  Old  Age  and 
Survivors  Insurance  to  show 
that  eliminating  coverage  of 
65%  of  all  newspapers  in  the 
United  States  would  affect  only 
8%  of  the  employes. 

• 

Politics  is  Personal 
Matter  in  the  West 

Albuquerque,  N.  M. 

Bob  Brown,  managing  editor 
of  the  Albuquerque  Journal,  was 
pummeled  about  the  head  and 
shoulders  Oct.  21  by  Tom  O. 
Montoya,  former  state  liquor 
commissioner  and  brother  of 
the  Democratic  candidate  for 
lieutenant  governor. 

He  quoted  Mr.  Montoya  as 
saying:  “You’ve  been  riding  me 
and  my  family  long  enough.” 
Then  the  scuffle  began. 

“I  was  more  concerned  about 
my  glasses  than  anything  else,” 
stopped  and  helped  me  look  for 
Mr.  Brown  wrote.  “He  knocked 
my  glasses  flying.  Finally  he 
them.”  They  were  not  broken. 

Mr.  Montoya  later  apologized. 


Frank  Hutchinson 
Goes  to  Bahamas 

Ridgewood,  N.  J. 

Frank  B.  Hutchinson,  execu¬ 
tive  editor  of  the  Ridgewood 
Herald-News,  takes  over  in 
November  as  manager  of  the 
Nassau  Daily  Guardian,  a  110- 
year-old  morning  and  Sunday 
paper  published  in  the  Bahamas. 
He  will  also  be  in  charge  of  the 
Guardian’s  commercial  printing 
plant. 

Mr.  Hutchinson  is  also  the  di¬ 
rector  of  the  Community  Re¬ 
search  Bureau,  an  independent 
organization  engaged  in  ana¬ 
lyzing  and  rating  weekly  news¬ 
papers  which  he  set  up  seven 
years  ago.  Mr.  Hutchinson  said 
he  has  no  immediate  plans  for 
selling  the  bureau.  The  bureau 
is  being  suspended  and  its  ex¬ 
tensive  material  and  data  on 
weekly  newspapers  compiled 
over  the  years  will  be  stored  in 
Princeton,  N.  J. 

• 

600  Women  Given 
Publicity  Guidance 

Buffalo 

The  first  Courier-Express 
publicity  forum  for  women’s  or¬ 
ganization  leaders  attracted 
more  than  600  presidents  and 
publicity  chairmen  of  clubs  and 
women’s  groups. 

After  brief  talks  by  staff 
representatives  and  a  talk  by 
Alice  Hughes,  King  Features 
syndicated  columnist  for  the 
Courier  Express,  Leonard  G. 
Feldmann,  managing  editor, 
moderated  a  question  and  an¬ 
swer  period. 

A  tea  was  held  after  the 
meeting. 
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C.L.  Sulzberger  Takes 
Over  Times  Column 


Sulzberger 


Cyrus  L.  Sulzberger  has  re¬ 
linquished  the  title  of  chief  for¬ 
eign  correspondent  of  the  New 
York  Time 8  to 
take  over  the 
editorial  page 
column  on  in¬ 
ternational  a  f  - 
fairs  that  Anne 
O’Hare  McCor¬ 
mick  wrote  un¬ 
til  her  d  e  a  th 
last  May. 

The  post  of 
chief  for- 
eign  correspon¬ 
dent,  which  Mr.  Sulzberger  has 
held  for  10  years,  has  been 
terminated. 

Mr.  Sulzberger  will  continue 
to  make  his  home  in  Paris.  He 
will  have  an  office  in  the  Paris 
bureau  as  well  as  in  New  York. 
Most  of  the  time  on  his  new 
assignment  he  will  be  roving. 
He  intends  to  move  to  wherev¬ 
er  important  world  news  is  in 
the  making. 

Thrice  Weekly 

The  column  will  appear  on 
Mondays,  Wednesdays  and 
Saturdays,  as  Mrs.  McCor¬ 
mick’s  did. 

Cyrus  Leo  Sulzberger  is  the 
son  of  the  late  Leo  Sulzberger, 
who  was  a  brother  of  Arthur 
Hays  Sulzberger,  publisher  of 
the  Times.  His  first  newspaper 
job,  after  his  graduation  from 
Harvard  in  1934,  was  with  the 
Pittsburgh  (Pa.)  Press  as  gen¬ 
eral  reporter  and  rewrite  man. 
From  there  he  went  to  Wash¬ 
ington  for  the  United  Press, 
covering  the  Treasury  Depart¬ 
ment,  Federal  Reserve  Board 
and  Labor.  His  biography,  “Sit 
Down  with  John  L.  Lewis,’’ 
written  during  this  period,  won 
wide  notice.  So  did  his  clothes. 
Time  magazine  called  him  the 
“worst-dressed  Washington  re¬ 
porter,  wearing  a  frayed 
trench  coat  in  all  weather.” 
After  a  period  of  free  lancing 
in  the  United  States,  he  went 
to  Europe  in  1938  on  a  roving 
assignment  for  the  London 
Evening  Standard.  He  joined 
the  London  bureau  of  the  New 
York  Times  in  1939  and,  in  the 
next  three  years,  built  up  a 
total  of  100,000  miles  of  travel 
through  30  countries — a  dis¬ 
tance  he  has  more  than  dou¬ 
bled  since.  His  World  War  II 
dispatches  carried  datelines 
from  Balkans,  North  Africa, 
Italy,  Russia,  the  Near  and  the 
Middle  East. 


Printers  Go  Out 


In  TTS  Dispute 


Guild  Strikers 


Got  $109,936 


His  frank  writing  about  con¬ 
ditions  under  Fascist  regimes 
in  Hungary,  Romania,  Bulga¬ 
ria  and  Italy  got  him  barred 
from  those  countries.  Mussoli¬ 
ni’s  chief  propagandist,  Vir- 
ginio  Gayda,  called  him  “a 
creeping  tarantula,  going  from 
country  to  country,  spreading 
poison.”  In  Yugoslavia,  he  was 
arrested  by  the  Gestapo  as  a 
spy. 

‘Epic’  Analysis 

Mr.  Sulzberger  was  named 
chief  foreign  correspondent  in 
1944.  His  outstanding  stories 
during  the  past  decade  include 
his  analysis  of  the  rival  Tito 
and  Milhailovitch  guerrilla 
movements  in  Yugroslavia, 
which  Time  magazine  called 
“epic”;  his  1950  reports  from 
countries  around  the  Soviet 
perimeter;  his  exclusive  prison 
cell  interview  with  Cardinal 
Stepinac  of  Yugoslavia  which 
won  him  a  special  Pulitzer  cita¬ 
tion  in  1951;  and  his  series  this 
Spring  on  communism  in  Italy. 

In  Athens,  in  1941,  he  met 
Miss  Marina  Ladas,  courted 
her  from  Turkey  by  use  of 
code  in  his  short-wave  broad¬ 
cast  to  the  Times.  They  were 
married  in  1942  in  Beirut, 
Syria.  They  have  two  children. 


Wilkes-Barre,  Pa. 


Carl  Pesavento,  president 
of  the  local  newspaper  guild, 
has  acknowledged  receipt  of 
$109,936  in  contributions  to 
the  emergency  fund  during 
the  April  8  -  Oct.  11  strike 
against  the  Wilkes-Barre 
Publishing  Co.  Special  as¬ 
sessments  on  American 
Newspaper  Guild  members 
accounted  for  $82,000  from 
that  source. 

In  the  1938-39  strike, 
which  also  lasted  six  months, 
Mr.  Pesavento  recalled,  fi¬ 
nancial  assistance  totalled  $6- 
033.  Individual  benefit  pay¬ 
ments  in  the  recent  strike 
ranged  from  $25  to  $70. 


College  Prexy 
Will  Manage 
New  Paper 


New  Press  In, 
N.J.  Daily 
Will  Expand 


Jackson,  Miss. 

Dr.  Robert  Cecil  Cook,  presi¬ 
dent  of  Mississippi  Southern 
College  at  Hattiesburg  for  10 
years,  has  been  named  vice- 
president  and  general  manager 
of  the  State  Times,  new  after¬ 
noon  and  Sunday  newspaper 
which  is  scheduled  to  begin 
publication  here  in  February. 

Dr.  Cook’s  appointment  wu 
announced  by  Dumas  Milner,  3 
president  of  the  Citizens  Pub¬ 
lishing  Co.,  owner  of  the  new 
newspaper.  Dr.  Cook  will  leave 
his  college  post  on  Jan.  1,  to 
assume  his  new  duties  here  as 
“contact”  between  the  editor, 
yet  to  be  named,  and  the  execu¬ 
tive  committee  of  the  publish¬ 
ing  company’s  board  of  direc¬ 
tors. 


Union  City,  N.  J. 


Bend,  Ore. 

Members  of  the  typographical 
union  walked  olf  the  job  at  the 
Bend  Bulletin  Oct.  19  in  a  dis¬ 
pute  over  control  of  Teletype¬ 
setter  operation,  but  the  after¬ 
noon  daily  continued  publishing. 

Robert  W.  Chandler,  publish¬ 
er,  said  agreement  had  been 
reached  with  the  local  union  on 
contract  terms  last  June  but 
that  “head  officials”  of  the  In¬ 
ternational  Typographical  Union 
refused  to  ratify  the  agreement 
because  of  the  newspaper’s  po¬ 
sition  on  tape  equipment  juris¬ 
diction. 

The  situation  is  similar  to 
that  of  the  Klamath  Falls 
(Ore.)  Herald  and  News  which 
operated  TTS  equipment  with 
the  local  union’s  consent  for 
several  months,  until  in  June, 
1950,  the  international  called 
out  the  local  printers.  The 
Herald  and  News  has  operated 
behind  picket  lines  without 
missing  an  edition. 


Hudson  Dispatch,  second 
largest  morning  newspaper  in 
New  Jersey,  on  Oct.  23  issued 
an  Expansion  Edition  marking 
30  years  of  progress  since  its 
Golden  Jubilee  Edition  in  1924. 
It  also  signalized  the  operation 
of  a  newly-installed  double  sex¬ 
tuple  Scott  press. 

With  its  increased  press  ca¬ 
pacity,  Hudson  Dispatch  is 
extending  its  coverage. 

Hudson  Dispatch  made  no 
effort  to  capitalize  its  Expan¬ 
sion  Edition  into  an  advertis¬ 
ing  project.  It  carried  more 
than  six  pages  without  adver¬ 
tising  devoted  to  history  and 
management  of  the  newspaper. 

The  average  tenure  of  Hud¬ 
son  Dispatch  employes  and  ex¬ 
ecutives  is  about  11  years. 

William  Rubel,  president  and 
general  manager,  heads  the  list 
with  51  years. 

Hudson  Dispatch  was  de¬ 
veloped  as  a  daily  newspaper  by 
Thomas  F.  Martin,  who  was 
secretary  of  state  for  New  Jer¬ 
sey  when  he  died  on  July  20, 
1926.  The  newspaper  was  pur¬ 
chased  by  the  late  John  F. 
Boyle,  Jersey  City  manufac¬ 
turer  and  banker,  the  following 
year.  Since  he  died  on  July  2, 
1930,  the  newspaper  has  re¬ 
mained  a  part  of  his  estate,  his 
son,  John  F.  Boyle  Jr.,  serving 
as  vicepresident  until  he  died 
on  Dec.  8,  1953.  Then  his  bro¬ 
ther,  James  J.  Boyle,  came  into 
that  post. 


Former  Dean 

Dr.  Cook  is  51.  He  formerly 
was  dean  of  education  at  tha 
University  of  Mississippi,  and 
served  in  World  War  II. 

Mr.  Milner  announced  that 
692  stockholder  make  up  the 
publishing  company,  and  that 
88%  of  them  own  from  $100 
to  $1,000  in  stock.  A  total  of 
$1,000,000  worth  of  stock  has  f 
been  sold,  Mr.  Milner  said.  The 
company  is  building  a  two- 
story  plant  on  South  State 
Street,  and  according  to  offi¬ 
cials  of  the  company  the  latest 
publishing  equipment  will  be 
installed. 

Paul  Tiblier,  who  resigned  as 
city  editor  of  the  Jackson  Dailti 
News  following  its  sale  to  the 
Clarion-Ledger,  is  managing 
editor  of  the  State  Times.  He 
said  the  full  United  Press  8e^ 
vice  will  be  carried,  and  that 
the  state  capital  bureau  of  the 
UP  will  be  headquartered  in 
the  plant.  He  said  the  news¬ 
paper  has  applied  for  an  As¬ 
sociated  Press  membership.  The 
Sunday  edition  will  carry  8  ^ 
pages  of  comics,  plus  a  16  page 
magazine  section.  There  will  be 
20  daily  comics. 

Bridges  Named 

W.  P.  Bridges,  Jackson  real 
estate  dealer,  was  named  vice- 
president  of  the  publishing 
company.  Leland  Speed,  bond 
company  official  and  former 
mayor  of  Jackson,  is  secretary- 
treasurer. 

Bill  Brown,  formerly  of  the 
Daily  News,  is  advertising  di¬ 
rector,  and  George  McMurry, 
formerly  of  the  Daily  News,  i* 
circulation  manager. 
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Geo.  McManus  Dies; 
Jiggs,  Maggie  Go  On 


George  McManus,  creator  of 
the  comic  characters,  Jiggi 
and  Maggie  (“Bringing  Up 
Father”),  died 
Oct.  22  of  hep¬ 
atitis,  a  liver 
infection,  in 
Santa  Monica, 
Calif.  He  was 
70. 

The  cartoon¬ 
ist,  a  w  e  1 1  - 
known  racon¬ 
teur,  often  said 
he  had  grossed 
112,000,000  from 
the  strip  and  its  by-products 
“and  all  I’ve  had  for  capital  is 
a  retired  hod  carrierr  with  a 
fondness  for  corned  beef  and 
cabbage.” 

The  red-headed,  rowdyish, 
browbeaten  hod  carrier  was  fa¬ 
mous  around  the  world.  He  and 
Maggie — she  of  the  right-side- 
of-the-track  airs — ^were  seen  in 
760  newspapers  in  the  United 
States.  Abroad,  their  doings 
were  translated  into  27  langua¬ 
ges  in  46  countries. 

Readers  everywhere  will  con¬ 
tinue  to  get  their  daily  chuckle. 
The  strip  will  be  continued. 
Ward  Greene,  editor  and  gen¬ 
eral  manager  of  King  Features 
Syndicate,  said  the  cartoonist’s 
death  won’t  “affect  the  continu¬ 
ation  or  quality  of  ‘Bringing  Up 
Father,’  which  is  owned  outright 
by  the  syndicate.” 

Mr.  Greene  added:  “Mr. 
McManus  has  been  chronically 
ill  for  several  years,  during 
which  there  were  frequent  inter¬ 
vals  when  he  was  unable  to  pro¬ 
duce  his  daily  strip  or  his  Sun¬ 
day  page.  As  a  result,  some 
very  capable  assistants  were  de¬ 
veloped  .  .  .  The  syndicate  will 
pick  two  of  the  best  to  continue 
the  strip.” 

Mr.  McManus  was  born  in 
St  Louis  Mo.,  Jan.  23,  1884. 
When  only  15,  he  began  his 
career  as  a  cartoonist  with  the 
St.  Louit  Republic,  where  he 
did  his  first  strip,  “Alma  and 
Oliver.” 

One  day  a  tip  on  a  horse — a 
30  to  1  shot — won  him  $3,000. 
At  21,  that  seemed  a  fortune, 
so  he  left  that  night  by  train 
for  New  York.  The  going  was 
rough  at  first.  Once  the  money 
was  gone,  he  found  himself 
sleeping  on  park  benches. 

“Just  as  I  was  going  down  for 
the  third  time,”  the  artist  once 
recalled,  “the  World  gave  me  a 
job.”  For  this  paper  he  did 
“The  Newlyweds,”  “Their  Only 


CHuld”  and  “Let  George  Do  It.” 

In  1912  Mr.  McManus  was 
hired  by  William  Randolph 
Hearst  to  draw  for  the  New 
York  American.  It  was  here 
that  he  conceived  the  idea  for  a 
strip  concerning  a  laborer’s 
family  that  suddenly  became 
wealthy. 

In  time  people  began  saying 
that  “Father”  was  autobiogra¬ 
phical — that  Jiggs  looked  a 
great  deal  like  his  creator.  To 
which  Mr.  McManus  would  re¬ 
ply:  “I  am  not  Jiggs.  Maggie  is 
not  my  wife.  I  have  no  daugh¬ 
ter.” 

Mr.  McManus’  remains  will 
rest  in  the  Abbey,  funeral  home 
at  66th  St.  and  Lexington  Ave., 
New  York  City,  on  Monday.  A 
solemn  requiem  Mass  will  take 
place  at  10  a.m.  Tuesday  at 
St.  Vincent  Ferrer’s  Church 
nearby  and  burial  will  be  in 
the  family  Mausoleum  in  Wood- 
lawn  Cemetery.  Friends  say 
that  Mr.  McManus  and  his 
brother,  Charlie,  used  to  visit 
the  mausoleum  on  a  hot  Sum¬ 
mer  day  so  they  could  keep 
cool. 

• 

Conflict  Angle 
Seen  in  News 

Minneapolis 

A  Canadian  editor  sees  “a 
dangerous  extension  of  a  sports 
page  tendency”  in  the  way 
Ameri  can  newspapers  handle 
international  news. 

Geor,fe  W.  Ferguson,  editor 
of  the  Montreal  Star,  said  we 
too  often  interpret  foreign  news 
in  terms  of  conflict — “a  particu¬ 
larly  easy  thing  to  do  under 
the  pressure  of  the  cold  war 
when  almost  the  whole  world 
is  lined  up  with  the  United 
States  or  with  the  Soviet  Un¬ 
ion,  more  or  less  like  the  crowd 
at  a  football  game.” 

Mr.  Ferguson  said  the  Ameri¬ 
can  press  tends  to  overlook 
what  is  said  and  done  by  other 
members  of  the  free  world  co¬ 
alition.  He  gave  the  eighth 
annual  Guild  Memorial  lecture 
at  the  University  of  Minnesota. 
• 

Deuel’s  Beneficiary 

Mrs.  Helen  Langmuir  Deuel, 
widow  of  Alanson  C.  Deuel, 
owner  and  publisher  of  the 
Niagara  Falls  Gazette,  was 
named  principal  beneficiary  in 
his  will. 


editor  ec  PUBLISHER  for  October  30,  1954 


iwiMiiiiiiinMHiiiimM 


Being  ‘One  of  the  Boys  ^  No  Fun 


For  the  first  time  in  the 
sports  history  of  the  South¬ 
west,  United  Press  editors 
believe,  a  woman  reported  a 
major  college  football  game 
Oct.  23  from  the  press  box  in 
the  Cotton  Bowl,  Dallas. 
Faye  Loyd  tells  of  the  ex¬ 
perience  herewith: 

By  Faye  Loyd 

United  Press  Sports  Writer 

When  the  United  Press  as¬ 
signed  me  to  cover  the  football 
game  between  Southern  Metho¬ 
dist  and  the  University  of  Kan¬ 
sas  last  Saturday,  I  must  con¬ 
fess  I  had  some  apprehensions. 

They  told  me  I  would  be  the 
first  woman  who  had  ever  re¬ 
ported  a  major  contest  of  this 
sort  in  the  sports  history  of  the 
Southwest. 

But  that  wasn’t  why  I  felt  a 
bit  uneasy.  I  had  had  a  some¬ 
what  similar  distinction  several 
years  before.  I  was  then  on  the 
staff  of  the  campus  newspaper 
at  the  University  of  Texas,  and 
the  war  being  on  and  men  re¬ 
porters  being  scarce,  I  was  sent 
to  cover  a  baseball  game.  I  was 
the  first  girl  who  had  ever 
worked  in  the  press  box  there. 

Nor  was  the  nature  of  the 
story  anything  that  looked  too 
difficult.  Since  joining  the  UP 
in  1951  I’ve  covered  several 
kinds  of  sports,  and  I’ve  been 
one  of  the  fixtures  in  the  Dallas 
bureau  on  the  Saturday  after¬ 
noon  football  desk.  Doing  that. 
I’ve  naturally  come  to  under¬ 
stand  the  game  pretty  well. 

What  did  bother  me  was  what 
kind  of  reception  I’d  get  from 
the  rest  of  the  occupants  of  the 
press  box,  all  of  them  men. 

UP  had  Eldon  Corkill,  of  the 
newspictures  staff,  act  as  a 
blocking  back  for  me.  But,  as 
things  turned  out,  I  think  I 


BACK  TALK  —  Frank  Eidom, 
Southern  Methodist  backfield 
star,  answers  questions  for  Faye 
Loyd,  UP  sports  writer,  prior  to 
the  SMU-Kansas  game 

could  just  as  well  have  carried 
the  ball  alone.  The  sports  writ¬ 
ers  I  knew  merely  said  hello 
and  those  I  didn’t  looked  up  at 
me  with  mild  interest.  ’Then 
they  all  turned  back  to  their 
work. 

1  must  confess  to  disappoint¬ 
ment.  Sports  writer  or  no  sports 
writer,  no  girl  wants  the  boys 
to  look  upon  her  entirely  as  just 
one  of  the  boys. 

(PS — I’ll  be  covering  the 
Navy-Notre  Dame  game  at 
Baltimore  Oct.  30.) 

2  Special  Qualities 

Mansfield,  Ohio 
Newspaper  women  have 
two  qualities  to  a  greater 
degree  than  men,  “attention 
to  detail,  to  accuracy  of  de¬ 
tail,  and  the  other  is  of  the 
heart,  warmth  and  enthus¬ 
iasm,”  Editor  Wright  Bryan 
of  the  Cleveland  Plain  Deal¬ 
er  said  here  this  week  at 
the  annual  convention  of  the 
Ohio  Newspaper  Women’s 
Association. 


Central  Promotion 
Program  Arranged 

Herbert  W.  Moloney,  presi¬ 
dent  of  Moloney,  Regan  &  Sch¬ 
mitt,  Inc.,  will  address  the 
luncheon  of  the  Central  Region¬ 
al  meeting  of  the  National 
Newspaper  Promotion  Associa¬ 
tion  at  Cincinnati,  Nov.  8. 

At  the  Nov.  9  luncheon,  Ste¬ 
phen  A.  Douglas,  sales  promo¬ 
tion  manager,  Kroger  Co.,  will 
speak  on  “Selling  the  Great 
American  Customer.”  Frederick 
J.  Bell,  executive  vicepresident. 
National  Automobile  Dealers 
Association,  will  speak  at  the 
Monday  dinner  meeting. 


Pearson  to  Address 
Promotion  Session 

Montreal 

Lester  B.  (Mike)  Pearson, 
Canadian  Secretary  of  State  for 
External  Affairs,  heads  the  list 
of  guest  speakers  for  the  East¬ 
ern  Regional  of  the  National 
Newspaper  Promotion  Associa¬ 
tion  scheduled  for  the  Sheraton- 
Mount  Royal  Hotel  here  Nov. 
15-16. 

Mr.  Pearson  will  speak  at  the 
closing  day  luncheon  to  be 
staged  jointly  with  the  Adver¬ 
tising  and  Sales  Executives 
Club  of  Montreal. 
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McClatchy  to  Fight 
TV  Ruling  in  Court 


Sacramento,  Calif. 

Decision  to  take  its  fight  for 
a  television  channel  permit  into 
the  federal  courts  was  an¬ 
nounced  this  week  by  McClat¬ 
chy  Broadcasting  Company, 
which  recently  lost  in  a  Federal 
Communications  Commission 
ruling. 

Simultaneously  a  statement 
charging  the  FCC  with  “out¬ 
right  discrimination”  on  the 
ground  the  ruling  was  based 
solely  on  the  fact  the  McClat¬ 
chy  organization  is  engaged  in 
the  newspaper  and  radio  busi¬ 
ness  was  issued  by  Miss  Eleanor 
McClatchy. 

An  additional  reason  for  the 
court  action  is  to  expedite  the 
final  settlement  of  the  contest 
by  avoiding  the  delay  entailed 
in  a  rehearing.  Miss  McClatchy 
said.  The  company  first  filed  its 
petition  for  channel  10  in  1948. 

In  rejecting  the  McClatchy 
petition,  the  FCC  overruled  the 
recommendation  of  its  examiner 
and  gave  the  channel  to  Sacra¬ 
mento  Telecasters,  Inc. 

Discrimination  Charge 

In  this  case,  the  Commission 
“has  done  what  its  various 
members  have  said  in  decisions, 
in  public  talks  and  appearances 
before  committees  of  Congress 
it  never  would  do,  namely,  dis¬ 
criminate  against  an  applicant 
solely  because  of  its  ownership 
of  newspapers  and  radio  sta¬ 
tions,”  the  McClatchy  statement 
declared. 

Miss  McClatchy  described 
the  FCC  ruling  as  “difficult,  if 
not  impossible,  for  us  to  under¬ 
stand.”  The  statement  by  the 
president  of  the  broadcasting 
company  and  also  of  McClatchy 
Newspapers — Sacramento  Bee, 
Fresno  Bee  and  Modesto  Bee — 
pointed  to  the  commission’s  re¬ 
ports  in  praise  of  the  service 
performed  by  the  radio  sta¬ 
tions. 

“On  the  other  hand,  the  Com¬ 
mission  arbitrarily  denies  our 
TV  application  simply  because 
we  are  in  the  newspaper  and 
radio  business.  This  is  outright 
discrimination,”  the  statement 
added. 

The  FCC  has  stated  that  the 
“diversification  of  control  of 
the  media  of  mass  communica¬ 
tions”  is  a  factor  “which  may 
be  considered  with  others,  eve¬ 
rything  else  being  substantially 
equal,  in  determining  between 
applicants,”  the  statement  ob¬ 


served.  In  this  case  discrimina¬ 
tion  has  been  solely  because  of 
ownership  of  newspapers  and 
radio  stations,  it  was  then  de¬ 
clared. 

The  appeal  will  be  to  the 
United  States  Court  of  Appeals 
for  the  District  of  Columbia. 

The  McClatchy  organization’s 
view-point  is  summed  up  in 
this  quotation  from  the  state¬ 
ment  issued  by  the  president; 

“The  people  of  this  valley 
who,  in  company  with  all  other 
Americans,  own  the  airwaves, 
are  entitled  to  experience  and 
know-how  in  the  running  of 
their  TV  stations  whenever  and 
wherever  such  experience  and 
know-how  are  available. 

“The  facts  in  this  case  boil 
down  to  a  comparison  of  an  ap¬ 
plicant  with  an  excellent  record 
of  past  performance  with  all 
attendant  advantages  that  ac¬ 
crue,  and  on  the  other  hand, 
an  applicant  without  a  record 
of  past  performance  but  afford¬ 
ing  assurances  that  its  opera¬ 
tion  will  be  in  the  public  in¬ 
terest. 

“We  do  not  intend  to  stand 
supinely  by  and  accept  what 
seems  to  us  a  gross  injustice, 
not  only  to  the  area  which  our 
broadcasting  company  serves 
but  also  to  ourselves  as  experi¬ 
enced  broadcasters.  Under  the 
circumstances,  an  appeal  to  the 
courts  is  imperative.” 

The  McClatchy  Broadcasting 
Company’s  KFBK,  which  went 
on  the  air  in  1922  as  a  five- 
watt  station,  KVQ,  is  described 
as  the  first  newspaper  owned 
station  west  of  the  Rockies.  By 
1932  the  company  owned  and 
operated  five  radio  stations. 

Experimentation  in  television 
began  shortly  after  the  filing 
of  the  1948  application.  An 
experimental  TV  division  was 
set  up  in  1951.  Actual  televi¬ 
sion  began  with  opening  of 
KMJ-TV  at  Fresno,  Calif.,  in 
June,  1953. 

• 

J>A  Drops  Rushmore 

Howard  Rushmore,  the  New 
York  Journal- American  ex¬ 
pert  on  communist  activities 
who  was  dropped  from  that  pa¬ 
per  in  an  “economy  dismissal” 
recently,  along  with  two  other 
editorial  staffers,  has  become 
editor  of  Confidential,  a  weekly 
publication.  The  Newspaper 
Guild  of  New  York  said  it  was 
filing  a  grievance  case  on  be¬ 
half  of  the  three  J-A  employes. 


NEW  ABC  CHAIRMAN,  John  H.  PlaH  (right),  Kraft  Foods  Co., 
receives  congratulations  from  William  A.  Hart,  E.  I.  du  Pont  de  Ne¬ 
mours  &  Co.,  retiring  chairman. 

(Audit  Bureau  of  Circulations  story  on  page  51) 


HOW'S  IT  GOING? — Bernard  (Ben)  Duffy  of  BBD&O  chats  with  Vice 
President  Richard  M.  Nixon,  principal  speaker  at  ABC's  40th  anniver¬ 
sary  dinner  in  Chicago. 


NEWSPAPER  DIRECTORS  re-elected  at  40th  annual  ABC  meeting,  left 
to  right — Harold  Shugard,  St.  Paul  (Minn.)  Dispatch-Pioneer  Press; 
William  F.  Lucey,  Lawrence  (Mass.)  Eagle  and  Tribune;  end  W.  J.  J- 
Butler,  Toronto  (Ont.)  Globe  and  Mail. 
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TAKE  OFF  SEEN  ON  SOME  SERIOUS  ISSUES  HERE  AND  ABROAD 


A  BIG  DIFFERENCE  IN  HANDS 

Werner,  Indianapolis  Star 


ONE  MAN'S  MEAT 

Craig,  Brooklyn  Eagle 


SKYWATCHERS 

Berdanier,  United  Feature  Syndicate 


Corrigan  Raps 
Press  at  Trial 

Cleveland 

The  Cleveland  Press  was 
accused  this  week  of  carrying 
on  a  planned  campaign,  through 
editorials  and  news  stories,  to 
prejudice  the  community 
against  Dr.  Samuel  H.  Shep¬ 
pard,  who  is  on  trial  for  the 
murder  of  his  wife,  Marilyn. 

Defense  counsel  William  J. 
Corrigan,  himself  a  former 
newspaper  man,  made  the  ac¬ 
cusation  in  an  impassioned  plea 
to  Common  Pleas  Court  Judge 
Edward  Blythin  to  move  the 
trial  elsewhere. 

Judge  Blythin  held  that  “Dr. 
Sam”  was  not  being  tried  “by 
the  people  of  the  community” 
but  before  the  jury.  He  then 
ordered  the  jury  selection  to 
proceed. 

Mr.  Corrigan  attempted  to 
offer  into  evidence  copies  of  all 
Cleveland  newspapers  and 
many  out-of-town  papers  in 
support  of  his  claim  that  the 
case  was  receiving  unprece¬ 
dented  and  undeserved  publici¬ 
ty.  He  failed  in  this. 

Chief  Assistant  Prosecutor 
John  J.  Mahon  disagreed  with 
Mr.  Corrigan’s  claim  that  “Dr. 
Sam”  was  indicted  and  brought 
to  trial  only  because  of  editori¬ 
als  in  the  Press.  He  added,  in 
his  remarks: 

“As  far  as  articles  in  the 
Press  go,  I  have  seen  many 
articles,  such  as  the  space  af¬ 
forded  to  Sam  Sheppard  to  tell 
his  side  of  the  story.  State¬ 
ments  from  his  lawyers  have 
appeared  in  the  Press,  setting 
forth  their  position. 

“Many  articles  beneficial  to 


the  defense  have  appeared.  We 
can’t  control  what  is  pub¬ 
lished.” 

Bob  Considine,  INS  ace, 
joined  the  out-of-town  corps  of 
newsmen  this  week,  and  the 
Atlanta  (Ga.)  Journal  signed 
up  Dorothy  Kilgallen,  New 
York  Journal-  American  star, 
for  special  reports  on  the  trial. 
Scripps-Howard  Newspapers 
are  sending  Inspector  Robert 
Fabian,  retired,  of  Scotland 
Yard,  to  write  side  pieces  on 
the  mystery  angles. 

• 

New  York  Newspaper 
Drivers  Vote  Strike 

Eight  newspapers  of  the 
New  York  metropolitan  area 
face  a  strike  by  4,300  members 
of  the  Newspaper  and  Mail 
Deliverers  Union,  independent, 
at  midnight  on  Oct.  31,  if  an 
agreement  is  not  reached  be¬ 
fore  then.  The  union  has  voted 
2,393  to  59  to  strike. 

The  union  is  seeking  an  in¬ 
crease  for  day  drivers  from 
$92.82  a  week  to  $100  and  for 
night  drivers  from  $93.02  to 
$110,  a  shorter  work  week,  11 
holidays,  increased  vacations 
and  welfare  benefits  and  other 
concessions.  Papers  that  would 
be  affected  by  a  w’ork  stoppage 
would  be  the  New  York  Times, 
New  York  Journal- American, 
New  York  Daily  News,  New 
York  Daily  Mirror,  New  York 
Post,  New  York  World-Tele¬ 
gram  and  Sun,  Long  Island 
Star-Journal,  Long  Island 
Press.  The  New  York  Herald 
Tribune  and  Brooklyn  Eagle 
deal  separately  with  the  union 
and  would  be  exempt  from  a 
strike  call,  a  union  spokesman 
said. 


Press  Freedom 
Safe  in  His  Court 

Grand  Rapids,  Mich. 

Circuit  Court  Judge  Fred  N. 
Searl  has  refused  to  suppress 
publication  of  civil  proceedings 
in  open  court.  He  handed  down 
the  opinion  in  a  lawsuit  involv¬ 
ing  the  financial  operations  of 
the  Grand  Rapids  Motor  Coach 
Co. 

Judge  Searl  said  that  a  de¬ 
fense  plea  that  publication 
might  injure  the  company  did 
not  warrant  suppression. 

“Many  persons  suffer  griev¬ 
ously  from  the  fundamental  pro¬ 
vision  of  the  law  guaranteeing 
press  freedom,”  he  said.  “But 
even  if  somebody  is  hurt,  free¬ 
dom  of  the  press  is  not  going  to 
end  in  my  court.” 


Right.,  Your  Honor! 

Pittsburgh,  Pa. 

A  defense  plea  for  delay  in 
the  trial  of  three  men  in  a  pay¬ 
roll  stickup — because  of  news¬ 
paper  publicity — was  turned 
down  by  federal  Judge  Joseph 
W.  Willson. 

“The  only  way  to  avoid  pub¬ 
licity  is  to  stay  out  of  trouble 
in  the  first  place,”  he  said. 
Should  the  publicity  principle 
be  adopted,  he  added,  “all  you 
would  have  to  do  to  avoid  trials 
is  to  keep  on  committing 


Miss  Pope  to  Retire 

Virginia  Pope,  fashion  editor 
since  1933,  is  retiring  from  the 
New  York  Times  next  month 
after  30  years  of  service  on 
that  newspaper’s  staff. 


Reporters’  Access 
To  Prison  Limited 

Jefferson  City,  Mo. 

Restrictions  on  news  coverage 
and  a  complete  blackout  on  news 
for  inmates  were  imposed  by 
officials  of  the  riot-torn  Missouri 
penitentiary  this  week  following 
the  third  uprising  at  the  prison 
in  about  a  month. 

Warden  Ralph  Eidson  ordered 
all  radios  removed  from  cells 
of  prisoners  and  said  that  until 
further  notice  no  newspapers 
will  be  distributed  inside  the  in¬ 
stitution.  Reporters,  who  had 
been  permitted  to  move  ratber 
freely  in  several  are,as  inside  the 
penitentiary,  were  limited  to  the 
administration  building.  ( See 
story  on  page  46.) 


Lynch  to  Capital 

Washington 
Joseph  P.  Lynch  Jr.,  promo¬ 
tion  manager  of  the  Grand 
Rapids  (Mich.)  Press,  will  join 
the  Washington  Post  and 
Times-Herald  as  promotion 
manager  Nov.  8.  He  had  been 
with  the  Grand  Rapids  news¬ 
paper  for  five  years  in  various 
capacities. 

Zenger  Award  to  Hoyt 

Tucson,  Ariz. 
The  University  of  Arizona 
will  present  the  first  annual 
“John  Peter  Zenger  Freedom 
of  the  Press  Award”  to  Palmer 
Hoyt,  editor  and  publisher  of 
the  Denver  (Colo.)  Post,  at  a 
meeting  of  the  Arizona  Press 
Club  here  Nov.  21.  It  will  con¬ 
sist  of  a  plaque  made  of  Ari¬ 
zona  silver  and  turquoise. 
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PARADE  OF  PROGRESS— Arthur  H.  "Red"  Motley,  president  end  publisher  of  Perade,  the  syndicated  Sunday 
magaxine,  accepts  congratulations  as  Parade's  New  Y  ork  staff  moves  into  spacious  modern  offices  at  285  Madi¬ 
son  Avenue.  Standing,  left  to  right,  are  "Red"  Motley;Marshall  Field,  chairman  of  the  board;  N.  Boyd  Brod- 
head,  executive  vicepresident;  Charles  G.  Cushing,  director;  John  F.  Wharton,  counsel;  Ted  J.  Stulz,  secretary- 

treasurer;  and  Carl  J.  Weitzel,  director. 


Rival  Dailies 
Run  Shoppers 
Twice  a  Week 

Portland,  Ore. 

Two  shoppers  are  being  pub¬ 
lished  here  by  the  two  daily 
newspapers. 

The  Journal  Buying  Guide, 
published  Sunday  and  Thurs¬ 
day,  has  run  16  pages  almost 
every  issue  since  its  inception 
on  Sept.  23. 

The  Oregonian’s  Portland 
Shopper,  usually  running  10 
pages,  is  published  Monday  and 
Friday. 

The  Portland  Shopping 
News,  published  twice  a  week 
for  more  than  20  years,  folded 
a  few  months  ago,  giving  ris¬ 
ing  production  costs  as  the 
reason.  A  raise  in  advertising 
rates  by  the  two  dailies  started 
talk  of  the  establishment  of  a 
merchant-owned  shopper.  By 
the  time  groundwork  had  been 
laid,  both  newspapers  were  set 
with  their  own  shoppers. 

Harry  McLain,  advertising 
director  of  the  Journal,  said, 
“I  pointed  out  to  the  merchants 
that  the  two  principal  weak¬ 
nesses  of  a  shopping  news 
were:  First,  the  100%  duplica¬ 
tion  factor  with  their  newspa¬ 
per  promotions;  and,  second, 
the  well-known  fact  that  no  one 
has  come  up  with  an  acceptable 
distribution  performance  for  a 
throw-away.” 

Ads  Unrevised 

A  plan  was  evolved  whereby 
the  advertisers  could  buy  the 
Journal  as  an  optional  combina¬ 
tion  with  a  proposed  Journal 
Buying  Guide.  The  only  proviso 
was  that  the  advertising  be  re¬ 
produced  exactly  without  revi¬ 
sion  and  that  the  copy  must 
originate  in  the  Journal. 

The  Journal  further  proposed 
that  approximately  100,000  cop¬ 
ies  of  the  Buying  Guide  be  de¬ 
livered  only  to  non-subscribers 
of  the  Journal,  giving  theoreti¬ 
cal  saturation  of  the  ABC  city 
zone  plus  a  few  close-in  subur¬ 
ban  communities. 

Both  the  Journal  and  the 
Oregonian  use  their  regular 
carrier-salesman  organization  to 
deliver  the  shoppers  at  the  same 
time  they  deliver  their  regular 
routes. 

The  Oregonian  made  an  offer 
of  a  flat  75  cents  per  inch  for 
advertising  taken  from  the  reg¬ 
ular  issues  of  the  Oregonian, 
with  the  proviso  that  they 
would  re-examine  costs  and  set 
a  definite  rate  at  a  later  date, 
probably  at  the  end  of  a  month. 

The  Journal  made  a  cost 


study  and  found  that  ads  ap¬ 
pearing  in  a  16-page  Buying 
Guide  would  cost  $1.47  per  inch. 
Charge  for  ads  in  a  12-page 
Buying  Guide  is  $1.72  per  inch; 
for  a  14-page  Buying  Guide, 
$1.59  per  inch;  for  an  18-page 
Buying  Guide,  $1.40  per  inch; 
for  20-page  or  larger,  $1.31  per 
inch. 

Promotion  Manager  Dick  Gif¬ 
ford  of  the  Journal  was  named 
as  editor  with  Cathrine  Laugh¬ 
ton,  home  service  director,  as¬ 
sisting,  for  the  Journal  Shop¬ 
per. 

• 

Newsprint  Usage 
Runs  Even  with  ’53 

Newspapers  reporting  to  the 
American  Newspaper  Publish¬ 
ers  Association  consumed  388,- 
321  tons  of  newsprint  in  Sep¬ 
tember  as  compared  with  385,- 
386  tons  in  September,  1953, 
and  379,669  tons  in  September, 
1952. 

For  the  first  nine  months  of 
1954  the  reporting  newspapers 
used  3,418,105  tons  of  news¬ 
print  as  compared  with  3,422,- 
952  tons  of  newsprint  in  1953 
and  3,321,656  tons  in  1952. 

Production  of  newsprint  in 
North  America  during  Septem¬ 
ber,  amounted  to  587,745  tons, 
compared  with  553,397  tons  in 
the  same  month  of  1953,  ac¬ 
cording  to  the  Newsprint  Ser¬ 
vice  Bureau.  The  total  conti¬ 
nental  increase  for  nine  months 
amounted  to  225,208  tons  or 
4.4%. 


Baillie,  Out  of  Hospital 
Files  Exclusive  Interview 

Hugh  Baillie,  president  of 
the  United  Press,  this  week 
bounced  back  from  a  sudden 
illness  to  file  an  exclusive 
interview  (by  cable)  with 
Chancellor  Konrad  Adenauer 
of  Western  Germany  on  his 
countiy’s  position  today  in  the 
light  of  its  rearmament  and 
sovereignty. 

Mr.  Baillie  cabled  Dr.  Ade¬ 
nauer  for  the  story  on  Oct.  7. 
That  evening  the  U.  P.  head 
was  rushed  to  the  hospital  for 
treatment  of  a  stomach  dis¬ 
order.  He  was  discharged  last 
Saturday,  Oct.  23.  The  follow¬ 
ing  day  the  chancellor’s  reply 
came.  Early  Monday  morning 
Mr.  Baillie’s  dispatch  moved  on 
the  wires. 

• 

Star’s  Reporter  Wins 
Aviation  Writing  Award 

Toronto 

William  Stevenson,  Toronto 
Daily  Star  reporter,  was 
awarded  first  prize  for  best 
Canadian  aviation  writing  in 
the  daily  and  weekly  newspaper 
classification,  by  the  Canadian 
Aviation  Writers  Association. 
James  Homick,  Toronto  Globe 
&  Mail  aviation  writer  and  pho¬ 
tographer,  placed  second  for 
best  aviation  news  photographs, 
and  Mrs.  Dorothy  Rungelin, 
Welland  (Ont.)  Tribune,  was 
given  a  special  award  for  best 
aviation  writing  with  limited 
facilities  and  news  sources. 


Roanoke  Papers  Ready 
To  Microfilm  Old  Issues 
Roanoke,  Va. 

About  460,000  pages  from 
back  issues  of  the  Roanoke 
Times  and  World-News  will  be 
microfilmed  this  Fall  in  a  joint 
endeavor  to  preserve  single  re¬ 
maining  copies  of  the  news¬ 
papers.  The  Times-World  Corp., 
will  launch  the  project  jointly 
with  the  public  library  here. 

The  library  will  provide  cop¬ 
ies  of  the  microfilm  to  the 
Times-World  of  all  old  newspa¬ 
per  files  through  the  year  1953. 
Beginning  with  the  Jan,  1  is¬ 
sues  of  this  year,  Times-World 
will  continue  microfilming  all 
other  copies  of  both  newspapers, 
retaining  one  copy  and  giving 
the  other  to  the  library. 

Library  newspaper  files  date 
back  to  1923,  the  year  the  li¬ 
brary  opened.  Other  issues  have 
been  filed  by  the  publishing 
company,  the  oldest  copy  being 
an  issue  of  the  Times  dated 
Nov.  6,  1889. 


Liebetrau  Elected 

Columbus,  Ohio 
W.  H.  Liebetrau,  home  deliv¬ 
ery  manager  of  the  Dayton 
(Ohio)  Daily  News,  was  elected 
president  of  the  Ohio  Circula- 
lation  Managers  Association. 
He  succeeds  Delmas  Jenkins, 
Marion  Star.  Mr.  Liebetrau 
has  been  working  for  the  News 
33  years. 
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•  The  Advertiser  and  The  IVewspaper  • 


Admen  Told  8  Ways 
To  Revitalize  Selling 


munity  relations  idea  or  to  solve  A  T  ^  ^  i.  _  ID  1  ^  ^  -1  ^ 
a  local  problem  ”  JVlfilStCrS  Iji8.StS 

Mr.  McCarty  said  that  in  such  ^ 

a  campaign  frequency  of  inser-  nQTP  I  "POriO 

tion  is  vital;  that  one-shot  af-  ^  -*■  ^  <1^(3 

fairs  are  useless.  A  •  • 

A  plea  for  “ideas  or  other  AS  Ulsguise 

helns  from  our  newsnaner  O 


Schenectady 
Eight  ways  in  which  news- 


have  met  the  challenge.  Today 


newspapers  have  overcome  the  helps 


fairs  are  useless. 

A  plea  for  “ideas  or  other 


paper  advertising  executives  can  threat  of  television.” 


newspaper 


friends  which  indicate  their  in-  High  prices  demanded  by  ad- 


revitalize  their  selling  of  space  He  added  that  TV’s  “tremen-  terest  in  wanting  to  increase  vocates  of  “Fair  Trade”  can 


were  presented  before  the  Fall  dous  cost”  is  rapidly  pricing  the 
meeting  of  the  New  York  State  medium  out  of  the  market. 
Dailies  Advertising  Managers  rr,,.  „„„ 


^mes  mmiagers  ^he  role  that  newspapers  can  t  '  hlaw  fno 

Bur.au  by  Dunald  f-  Buruea,  ^ 

me„  t„bu.ko.n,p.igu,.xpi.iu. ,  “’vPr 


the  effectiveness  of  our  adver-  easily  develop  into  a  greater 
tising,”  was  made  by  Theodore  threat  to  our  economy  than  the 
T.  Howes,  advertising  manager,  present  danger  of  communism, 
Loblaw  Inc.  Stephen  Masters,  president  of 

Mr.  Howes  referred  to  Lob-  Masters,  Inc.,  discount  house 


I  tising,  Institute  of  Life  Insur-  .  " campaigns  explain-  being  “very  conscious  of  chain,  declared  last  week 

*  I  iJie  1  u  ing  how  the  American  system  of  rate  increases”  in  re-  Speaking  before  a  fon 


ance:  now  uie  ^.nerican  system  01  newspaper  rate  increases”  in  re-  Speaking  before  a  forum  on 

Mr.  Barnes’  suggestions:  1)  ^  ^  ^  years.  He  said  that  while  “Fair  Trade  versus  the  Dls- 

Know  your  market  and  how  t\!!  m  o  t  ^is  chain  hasn’t  decided  how  to  count  House”  sponsored  by  the 

your  newspaper  fits  into  it;  2)  McCarty  of  General  EIm-  problem,”  it  Philadelphia  Housewares  Club, 

Get  facta  on  vour  market  and  !  public  relations  depart-  ^ould  feel  a  lot  better  if  the  70  Mr.  Masters  vigorously  criti- 


Get  facts  on  your  market  and 
newspaper  before  all  the  major 
advertising  agencies;  3)  Get 
the  same  facts  before  the  ad¬ 
vertisers  themselves;  4)  Main- 


newspapers  on  its  schedule 
He  said  the  challenge  is  on  would  offset  the  rate  increases 
the  business  men  to  teach  the  by  making  the  advertising  more 
economic  facts  to  his  commu-  effective. 


schedule  cized  price  fixing, 
ncreases  He  warned  supporters  of 
ng  more  “Fair  Trade”  price  fixing  that 
the  “wild,  reckless,  hysterical 


tain  constant  contact  with  agen-  uity  but  that  they  don  t  want  to  The  AMB  elected  iV.  Stan-  outbursts  made  against  Masters 

cies  and  advertisers;  6)  Find  l®y  DeHimer,  the  Rome  Sen-  are  completely  false  and  mis- 

out  the  space  buyer’s  problem,  “Too  many  business  men  have  tinel,  president,  succeeding  John  leading,”  when  examined  in  the 

how  it  effects  his  market  and  learned  the  value  of  paid  W.  Eddy,  the  Schenectady  Go-  light  of  the  contribution  Mast- 


show  him  how  your  newspaper  ue''^spaper  space  to  sell  a  com 
can  solve  this  problem;  6)  Main- 

tain  adequate  personnel  in  num-  jjf|||||||||||||||||||||||iHii|||]||  fi  I  Iv  A  1 

bers  and  capabilities  to  do  the  g 

proper  job  for  the  advertisers;  B  Csil  Shflrply  S 

7)  Develop  research  and  promo-  g 

tion  geared  to  needs  of  adver-  g  Seems  only  natural  that 
tiser  and  agency;  and  8)  Don’t  3  Stoirs  J.  Case  should  be  ad- 
use  your  national  advertising  1  vertising  manager  for  the 
representative  as  a  crutch.  Visit  J  Company,  Philadel- 

advertisers  and  agencies  your-  M  pbia.  Most  of  his  life  has 
gelf,  M  centered  around  things  auto- 

Concerning  the  last  sugges-  |  motive, 
tion  Mr.  Barnes  emphasized  he  g  To  begin  with,  he  was 
was  not  advocating  elimination  B  born  in  Birmingham,  Mich., 
of  representatives  but  rather  J  a  suburb  of  Detroit — heart 
the  supplementing  of  their  ef-  B  of  the  automotive  industry — 
forts.  B  and  was  educated  in  Detroit 

“The  national  reps,”  he  said,  g  public  schools. 

“do  a  good  job  of  selling.  But  |  In  1929  Storrs  really  dug 
they  can’t  possibly  have  the  g  into  the  automotive  field  by 
true  ‘feel’  of  each  of  the  20  or  g  joining  the  sales  promotion 
30  markets  they  represent.  Only  |  department  of  Oakland  Mo- 
the  local  advertising  manager  g  tor  Car  Company  (now  Pon- 
and  his  sales  staff  can  provide  g  tiac)  in  charge  of  sales 
this  ‘feel’.”  g  training  materials  and  liai- 

TV  Threat  Licked  I  ®®®  ''^®  engineering  de- 

Bertrand  T.  Fay,  president,  B  partment. 

Fay  Advertising  Agency,  Al-  1  Five  years  later  he  joined 
bany,  N.  Y.,  told  the  more  than  |  Nash  Motors  Company  as  its 
50  ad  managers  assembled  that  S  first  sales  promotion  man- 
in  his  opinion  “newspapers  have  S  ager.  In  late  1937,  Storrs 
passed  the  threat  from  televis-  =  signed  on  with  Graham- 

""  Paige  Motors  Corp.  as  direc¬ 
tor  of  advertising  and  sales 
promotion. 

In  the  summer  of  1939  he 
joined  DeSoto  Division  of 
Chrysler  Corp.  as  merchan¬ 
dising  manager.  He  was 
transferred  in  1941  to  the 
central  sales  staff  of  Chrysler 


(Continued  on  page  30) 


.LINAGE  LEADER 

^We  Can  Sharply  Step-Up  Sales  Through  Use  of  Newspapers' 


He  congratulated  newspapers  g  ^®*^  ®*  advertisini 
on  the  way  they  have  consis-  m 
tently  kept  advertisers  sold  on  g  In  the  summer 
newspapers  as  being  the  No.  1  S  joined  DeSoto  ] 
medium,  and  recalled  how  each  3  Chrysler  Corp.  a 
time  a  new  medium  came  along  p  dising  manager, 
“pessimists  saw  it  signalling  the  p  transferred  in  1 
end  of  newspapers  as  an  adver-  g  central  sales  staff 
tising  medium.”  B 

“But  each  time  newspapers  "iff 
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as  an  assistant  to  the  veep 
in  charge  of  sales  and  early 
in  1944  was  moved  over  to 
Chrysler’s  Plymouth  Divi¬ 
sion  as  advertising  manager. 


Storrs  J.  Case 
Sun  Oil  Company 

In  1945  Storrs  moved  to 
Southern  California  where 
he  established  his  own  busi¬ 
ness  as  a  wholesale  distrib¬ 
utor  for  one  of  the  major 
tire  companies.  In  1947  he 
sold  his  tire  business  and 
joined  Sun  Oil  as  advertis¬ 
ing  manager. 


His  opinion  of  newspapers 
as  an  advertising  medium? 
That’s  easy.  Listen  to  this: 

“We  have  favored  news¬ 
papers  because  of  their  flex¬ 
ibility  —  market-by-market 
— as  well  as  the  rapidity 
with  which  we  can  place  in¬ 
sertions  or  make  alterations 
in  the  schedule. 

“Furthermore,  in  telling 
the  story  of  Sunoco  market¬ 
ing  policy  and  the  advant¬ 
ages  to  the  public,  we  re¬ 
quire  enough  space  to  not 
only  state  the  advantages 
but  also  to  supply  proof. 
Newspapers  give  us  this  op¬ 
portunity  because  we  can 
use  comparatively  large  ^ 
space.”  1 

Storrs  concludes:  “On  g 
several  occasions  in  recent  3 
years  we  have  demonstrated  g 
to  our  satisfaction  that  g 
within  a  few  weeks  we  can  g 
sharply  step-up  sales  volume  B 
through  the  use  of  news-  m 
papers ;  whereas,  we  have  B 
not  found  the  same  quick  § 
response  resulting  from  g 
other  media,  although  we  g 
know  on  a  long-pull  basis  ■ 
the  other  media  we  use  also  g 
have  their  effect.”  | 

— R.  B.  McI.  i 


No.  44  of  a  Series 


Advertiser  •  Newspaper  —  CASE  STUDY 


How  Newspaper  Ads 
Pack  Sardine  Sales 


MOMttnrSWPNIES 

are  best  for  delicious 
snacks  and  sandwicKesI 


By  Robert  B.  McIntyre 


How  effective  are  advertising 
campaigns  conducted  by  an  as¬ 
sociation  in  behalf  of  an  entire 
industry? 

If  the  Norwegian  Canners 
Association’s  running  campaign 
(via  McCann-Erickson,  Inc.)  is 
any  criterion,  association  cam¬ 
paigns  are  plenty  effective. 

Since  the  NCA  launched  a 
large-scale  newspaper  advertis¬ 
ing  and  promotion  drive  two 
and  a  half  years  ago,  Norw-ay 
sardine  sales  have  been  con¬ 
sistently  higher  year  after  year, 
according  to  a  store  audit  con¬ 
ducted  by  the  agency. 

The  audit  also  reveals  that 
along  with  the  over-all  rise  in 
volume,  consumer  buying  fol¬ 
lows  a  moderate  seasonal  pat¬ 
tern.  For  example,  sales  reach 
a  peak  during  the  Lenten  sea¬ 
son  and  are  followed  by  the 
usual  post-Lenten  drop  to  what 
is  apparently  the  yearly  low. 
Then  sales  increase  during  the 
Summer. 

Most  important,  the  audit 
shows,  sales  remain  steady  or 
rise  again  during  the  Fall  and 
Winter  months,  so  that  sar¬ 
dines  are  essentially  a  year- 
round  food  with  consumers. 

Examination  of  the  role 
newspaper  advertising  played 
towards  this  sales  success  re¬ 
veals  some  interesting  media 
and  marketing  strategy.  With 
a  three-year  budget  of  little 
less  than  $1,000,000,  newspa¬ 
pers  were  selected  as  the  basic 
medium  for  the  campaign  and 
received  almost  half  of  the 
total  media  budget. 


First  Phase 


5,800  lines  of  newspaper  ad¬ 
vertising.  Insertions  were 
scheduled  to  run  on  the  best 
food-buying  day  in  each  local 
market,  generally  Thursday  or 
Friday. 

In  February  of  1953,  the  as¬ 
sociation  opened  the  second 
phase  of  its  three-year  effort 
with  insertions  in  53  daily  and 
weekly  papers  in  the  same  six 
major  markets.  Ads  ran  weekly 
through  the  Lenten  period  and 
then  continued  through  the 
Summer  and  latter  part  of  the 
year  for  a  repeat  total  of 
5,800  lines. 

To  give  added  impetus  to 
the  program  that  year,  the 
NCA  distributed  to  dealers  a 
14-page  sales  portfolio,  includ¬ 
ing  proofs  of  the  newspaper 
ads  and  illustrations  of  various 
sales  aids. 


Canners’  Reactions 


It  all  began  back  in  the 
Spring  of  1952  when  the  NCA 
broke  phase  one  of  a  three- 
year  newspaper  drive  in  23 
morning  and  evening  papers 
published  in  New  York,  New¬ 
ark,  N.  J.,  Boston,  Chicago, 
Minneapolis,  St.  Paul,  San 
Francisco,  Oakland  and  Los 
Angeles.  In  addition,  two  Nor- 
wegian-language  weeklies  in 
Brooklyn,  N.  Y.,  and  Decorah, 
Iowa,  were  scheduled. 

During  the  months  of  June- 
September  this  newspaper  ad¬ 
vertising,  ranging  in  size  from 
100  lines  on  two  columns  down 
to  50  lines  on  two  (see  cut), 
was  supplemented  with  radio- 
TV  spots.  By  year’s  end,  phase 
one  of  the  NCA  drive  had  used 


achieving  fine  results” 


By  early  this  year,  prominent 
members  of  the  NCA  and  the 
Norwegian  Export  Council 
willingly  admitted  that  it  pays 
to  advertise  in  newspapers. 

The  Stavanger  A  ftenblad, 
leading  newspaper  of  Stavan¬ 
ger,  Norway,  under  a  headline 
“Advertising  Brings  Results,” 
reported : 

“From  a  number  of  quarters 
it  has  been  emphasized  that 
one  of  the  most  important  rea¬ 
sons  for  the  distinct  upward 
trend  in  sales  has  been  the 
campaign  which  the  Canning 
Industry  Advertising  Fund  has 
had  in  operation  since  May, 

1952. ” 

The  Aftenblad  went  on  to 
cite  Ehrling  Forgaard,  NCA 
vioepresident,  as  pointing  to 
the  significant  rise  in  the  1953 
exports  over  1952 — an  increase 
of  25%  for  the  brisling  sar¬ 
dines  and  16%  for  the  sild 
sardines. 

“In  the  first  10  months  of 

1953, ”  Mr.  Forgaard  was 
quoted  as  saying,  “the  U.  S. 
imported  702,522  cases  of  Nor¬ 
wegian  sardines  as  compared 
to  580,894  in  the  same  period 
for  1952.  Among  canners  there 
is  no  doubt  that  the  rise  is 
essentially  to  be  attributed  to 
the  advertising  campaign  in 
the  U.  S.” 


Liquor  Firm  | 
Agrees  to  Drop  ■ 
Dry- Area  Ads 


Seconding  the  viewpoint  of 
Mr.  Forgaard  at  the  time  was 
Jacob  C.  Prebensen,  former 


representative  of  the  Nor¬ 
wegian  Export  Council  and  di¬ 
rector  of  the  Norwegian  Cham¬ 
ber  of  Commerce  in  New  York. 

“Sales,”  he  said,  “have  come 
to  depend  more  strongly  than 
ever  upon  how  goods  are  pre¬ 
sented.  It  is  in  this  field  that 
other  exporters  of  consumers’ 
goods  have  something  to  learn 
from  the  canning  industry, 
which,  through  its  joint  adver¬ 
tising  campaign,  has  lately 
been  achieving  fine  results. 

“The  campaign  which  the 
canned  goods  exporters  have 
carried  out  through  their  ad¬ 
vertising  fund  has  been  an  ex¬ 
ceedingly  good  one.” 

Further  confirmation  of  the 
success  of  the  1953  newspaper 
advertising  behind  Norway 
sardines  in  this  country  came 
in  the  form  of  an  announce¬ 
ment  last  January  of  blanket 
approval  by  members  of  the 
NCA  of  the  1954  program. 

It  is  essentially  a  repeat  of 
the  ’53  plan:  A  strong  news¬ 
paper  schedule;  an  extensive 
publicity  prog^ram  creating  de¬ 
mand  for  Norway  sardines 
through  recipes  carried  on  the 
food  pages  of  newspapers  and 
magazines;  and  sales  promo¬ 
tion — complimented  with  a  pro¬ 
gram  of  dealer  aids  featuring 
related-item  tie-ins  such  as 
Norway  sardines  and  Saltine 
crackers,  bread  and  other  snack 
or  sandwich  makings. 

The  1954  campaign  was  ex¬ 
tended  to  run  for  a  longer 
period  than  in  previous  years. 
The  third  phase  of  the  drive 
opened  in  February  of  this  year 
with  insertions  in  45  daily  and 
weekly  newspapers  in  major 
markets  from  coast  to  coast. 


Raleigh,  N.  C. 

Schenley  Import  Co.,  Inc., 
has  agreed  through  its  ad 
agency,  L.  H.  Hartman  Com¬ 
pany,  to  cease  advertising  of 
MacNaugh ton’s  Imported  Cana¬ 
dian  whisky  in  newspapers  pub¬ 
lished  in  dry  counties  in  North 
Carolina. 

Tom  Allen,  North  Carolina 
Alcoholic  Beverage  Control 
Board  chairman,  said  a  regula¬ 
tion  of  the  ABC  prohibits  a 
newspaper  advertising  alcoholic 
beverages  in  a  county  or  muni¬ 
cipality  where  sale  of  the  bever¬ 
ages  has  not  been  legalized. 

He  said  he  had  received  com¬ 
plaints  that  MacNaughton’s 
whisky  copy  was  appearing  in 
the  Hillsboro  (N.C.)  News  of 
Orange  County,  a  weekly  pub¬ 
lished  by  Edwin  J.  Hamlin. 

Mr.  Allen  said  that  both 
Schenley  Importers  and  its 
agency  assured  him  the  ads 
would  cease,  the  latter  saying 
it  was  cancelling  its  contract 
with  the  News.  The  agency 
forwarded  to  Mr.  Allen  a  copy 
of  a  letter  it  had  received  from 
Mr.  Hamlin. 

Mr.  Hamlin  expressed  the 
hope  the  advertising  would 
continue  and  told  the  company 
that  “as  far  as  we  can  under¬ 
stand,  the  State  ABC  law  does 
not  prohibit  such  advertising 
locally  or  otherwise,  where  the 
citizen  is  permitted  to  have 
whiskey.”  He  noted  that  a  resi¬ 
dent  of  a  dry  county  may  pur¬ 
chase  liquor  in  a  wet  county 
and  bring  it  back  for  consump¬ 
tion  in  his  home,  and  that  na¬ 
tional  publications  bring  liquor 
ads  into  the  dry  counties. 

Mr.  Allen  said  that  Mr.  Ham¬ 
lin  is  “absolutely  right”  in  the 
conception  that  the  law  does 
not  prohibit  the  newspapers 
from  running  the  ads.  However, 
he  said,  his  board’s  regulation 
does  forbid  liquor  companies 
from  placing  ads  in  papers 
published  in  dry  counties  or 
towns. 

Course  for  Retailers 


New  London,  Conn. 

The  New  London  Day  reports 
great  success  with  a  five-week 
course  in  advertising  it  is  spon¬ 
soring  for  local  advertisers. 
The  free  course  covers  budget¬ 
ing,  layout,  and  copy  writing 
and  is  conducted  by  Lars  E. 
Gustafson,  retail  advertising 
manager. 
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CLEVELAND 
PLAIN  DEALER 


Is  Your*  Food  Store  Product 
Exposed  To  Your  Maximum  Sales  ~  / 
Opportunity  Iti  Greater  Cleveland? 


BE  SURE  of  your  distribudou  in  those  food 
stores  in  the  better  economic  half  of  the  County. 
Your  opportunity  for  sales  is  materially  greater  there, 
whatever  your  product  may  be. 


Report  food  store  sales  in  Greater  Cleveland, 
Cuyahoga  County,  from  a  bi-monthly  inventory 
and  invoice  audit,  of  selected  commodities 
which  provide  an  excellent  cross  section  of 
food  store  sales  activity. 

Whatever  your  product,  their  facts  can  aid  your 
sales  and  sales  opportunities  in  the  Greater 
Cleveland  Market. 


Even  the  basic  commodities,  Margarine  and  Synthedc 
Detergents,  find  more  than  60%  of  their  sales  here, 
we  learn  from  the  A.  C.  Nielsen  reports. 


So  whatever  your  product,  be  sure  of  your  distribu* 
tion  in  this  better  economic  half  of  the  County. 
And  be  sure  of  your  advertising  impact  there.  71% 
of  the  County  circulation  of  the  daily  Plain  Dealer 
is  concentrated  in  this  bigger  buying,  better  economic 
half  of  its  families. 


THE  COMMODITIES  DETAILED  ARE; 


CAKE  MIXES* 

White,  Yellow 

Angel  Food,  Devil's  Food 

Gingerbread 

FROZEN  FOODS* 

Fruits 

Vegetables 
Juices 
Meat  Pies 

COFFEE* 

Regular,  Soluble 

TEA** 

Regular,  Bogs,  Soluble 


MARGARINE* 

BUTTER** 

PACKAGED 

POWDERED  MILK* 

LAUNDRY  SOAPS* 

Detergents 
Soap  Powders 

DOG  FOODS* 

Dry  Type 
Canned  Type 

CAT  FOODS** 

Canned  Type 


These  A.  C.  Nielsen  Company  Reports  of  Food 
Store  Sales  in  Cuyahoga  County  (Greater  Cleveland) 
detail  the  distribution,  inventory  and  consumer  sales 
of  a  good  cross  section  of  food  store  commodities. 
Write  us  for  further  details. 
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*By  seUctad  brands  and  'all  othar*. 
**Raportad  by  'all  brands  combinad' 


CRESMER  &  WOODWARD,  INC. 

New  York  *  Chicago  •  Detroit 
Atlanta  •  San  Francisco  •  Los  Angeles 
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a  series  of  insertions  every 
other  week  in  which  the  bank 
told  the  story  of  a  local  in¬ 
dustry. 

For  the  most  recent  award,  a 
campaign  for  the  Mechanics 
Bank  was  entered.  Prepared  by 
John  A.  Buzard  of  the  adver¬ 
tising  plans  department,  the 
campaign  featured  a  series  of 
small-space,  consistently-run  ads 
stressing  the  bank’s  services. 

The  award  was  won  eight 
times  in  10  years  of  competi¬ 
tion  among  34  midwest  dailies. 


Daily  Wins  4 
Ad  Trophies 
From  MAE  A 


Permanent  possession  of  four 
trophies  from  the  Midwest  Ad¬ 
vertising  Executives’  Associa¬ 
tion  for  the  best  advertising 
campaign  has  been  won  by  the 
advertising  department  of  the 
St.  Joseph  (Mo.)  News-Press 
and  Gazette. 

According  to  Victor  A.  Mo- 
deer,  advertising  manager,  pos¬ 
session  was  gained  through  win¬ 
ning  campaigns  in  September,  Seymour  F.  Stowe  has  been 
1944,  and  February  1945;  Sep-  appointed  director  of  informa- 
tember,  1945,  and  February,  tion  for  the  Federal  Trade 
1946;  September,  1947,  and  Commission,  succeeding  Donald 
February,  1948,  and  September,  R.  Moore  who  is  returning  to 
1953,  and  September,  1954.  the  commission’s  bureau  of  liti- 

Of  particular  note  was  a  gation  as  a  trial  attorney.  Mr. 
1945  campaign  run  by  the  Stowe  worked  in  newspapers 
Tootle-Lacy  National  Bank,  in  Peoria,  Detroit  and  Chicago, 
This  series  of  ads,  conceived  organized  and  directed  the  press 
and  written  by  Knowlton  Par-  service  of  the  Navy’s  Seabees 
ker,  business  manager  of  the  during  World  War  II.  He  was 
papers,  featured  what  St.  Jo-  a  civilian  press  officer  for  th* 
seph  has  to  offer  the  world.  Navy  for  several  years  follow- 
rather  than  the  bank’s  fa-  ing  war’s  end,  then  served  the 
cilities.  Last  year  the  bank’s  National  Production  Authoritj 
ads  won  the  trophy  again  with  before  switching  to  FTC. 


AD  CAMPAIGN  TROPHIES  are  displayed  by  Victor  A.  Modeer  (ri9ht), 
advertising  manager,  the  St.  Joseph  (Mo.)  News-Press  and  Gazette, 
and  John  A.  Buzard  of  the  News-Press'  advertising  plans  department. 


department  as  media  analyst. 
For  the  past  eight  months  he 
has  lieen  media  group  super¬ 
visor. 


What  One  of  America’s  Great  Stores 
Thinks  of  Plainfield. 


After  carefully  surveying  the  whole  New  Jersey  market,  Bam¬ 
berger’s  Department  Store  of  Newark  selected  Plainfield  as  the 
logical  center  for  another  million  dollar  store  building.  Opened 
in  the  Spring  of  1954,  it  is  already  doing  about  twice  the  volume 
they  estimated.  During  the  first  nine  months  of  the  year  this 
store’s  volume  has  supported  439,000  lines  of  advertising  in  the 
Courier-News.  One  of  the  finest  furniture  .stores  in  the  Eastern 
U.  S.,  nearby  Plainfield,  Koos  Brothers,  have  a  long  record  of 
100,000  lines  a  year. 


Mure  than  89.376  /teople  lire  within  I 
miles  of  Plainfield  City  Hall  (  i.R.C.  City 
Zone). 


Nothing  could  better  demonstrate  the  importance  of 
Plainfield  as  a  shopping  center  in  the  State  .  .  .  nor  its 
complete  independence  from  Newark  or  any  other  center 
.  .  .  or  any  other  newspaper  advertising  influence.  No 
outside  evening  newspaper  gets  into  more  than  lOVr  of 
Plainfield  homes. 


Plainfield  does  more  retail  business  per  capita  than 
does  any  other  large  market  in  Northern  New  Jersey  .  .  . 
In  grocery  stores,  for  example,  exceeds  Newark  by  39'/<' 
.  .  .  suppK>rted  113  million  lines  of  retail  grocery  adver¬ 
tising  last  year. 


Plainfield  Courier-News 


A  Gannett  Newspaper 

Plainfield,  N.  .1 


Represented  nationally  by  J.  P.  McKinney  &  Son.  Inc. 


."Vew  York  •  Chirago  •  San  Francisco 
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INDUSTRIAL 

REVOLUTION 


Manufacturing  Co. 

World  Famous  Textile  Plant 


Operating  continuously  in  New  Bedford  since  1889, 
The  Hathaway  Manufacturing  Company  has  retained 
without  interruption  its  position  as  one  of  the  world's  lead¬ 
ing  textile  mills. 

The  most  modern  equipment,  capable  of  maintaining 
top  level  mechanical  efficiency,  is  supplemented  by  the 
skill  of  craftsmen  who  have  grown  up,  as  have  their  par¬ 
ents  before  them,  with  bred-in-the  bone  traditions  of  su¬ 
perior  workmanship. 

Iron  Age  said  June  24  'The  steady  rise  of  research 
and  development  is  of  enormous  importance  to  New 
England."  Without  knowing  it  Iron  Age  was  talking  about 
the  Hathaway  Manufacturing  Co.  For  Hathaway  is  a 
world  leader  in  textile  research,  which  goes  far  to  ex¬ 
plain  its  outstanding  success. 

Hathaway's  rKitionaJly  advertised  Nylon,  Dacron  and 
Cotton  Curtain  fabrics,  featured  and  labeled  by  leading 
curtain  manufacturers,  are  the  popular  choice  of  America's 
quality-conscious  homemokers.  Equally  unsurpassed  in  the 
garment  trade  are  Hathaway  Colored  Dress  Goods  Fabrics 
and  Men's  Wear  Rayon  Linings. 

Ronging  from  a  high  of  1,979  employees  to  a  low  of 
1,570,  the  Hathaway  Manufacturing  Co.,  has  had  an 
average  annual  payroll  of  $5,747,000  for  the  past  five 
years. 


Why  Industry 
Likes  New  Bedford: 

it  Because  of  its  strategic  location, 
having  water,  rail,  bus,  and  ex¬ 
cellent  air  transportation. 

it  Because  of  the  availability  of  an 
adequate  supply  of  skilled  and 
dependable  workers. 

it  Because  it  has  fine  public,  private, 
and  parochial  schools  and  fine 
churches  of  every  faith. 

it  Because  of  its  accessibility  to  many 
beautiful  beaches  which  make  for 
summer-long  health  and  happiness 
for  worker  and  employer  alike. 


Blanketing  the  New  Bedford  Area  —  4th  Market  of  Massachusetts 

^The  Nation^s  Best-Read  Newspaper'' 

BASIL  BREWER,  Publisher 

ONE  PAPER  COVERAGE:  CITY  ZONE  94%,  ENTIRE  MARKET  85% 

- Represented  by  Story,  Brooks  &  Finley,  Inc. - 
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%  of  Yoor 


Poor  Timing  Accounts 
For  Lost  Sales  Volume 


Four  out  of  five  retailers  will 
needlessly  miss  important  traf¬ 
fic  and  volume  during  10  of  the 
next  12  months  because  of  hit 
and  miss  advertising  planning 
that  either  under  plays  or  over¬ 
promotes  selling  opportunities, 
according  to  Edward  H.  Bur- 
g^eson,  director,  retail  depart¬ 
ment,  Bureau  of  Advertising, 
ANPA. 

Basing  his  statement  on  an 
82-store  advertising  analysis  by 
the  Bureau,  Mr.  Burgeson  said 
that  “the  stores  in  our  sample 
serve  52  markets  in  which  over 
15  million  people  annually  buy 
upwards  of  $23  billion  worth 
of  merchandise  at  retail — every 
single  item  of  it  according  to  a 
seasonal  pattern  that  repeats 
itself  year  after  year. 

Different  Story 

“That’s  why,  like  every  re¬ 
tailer,  those  in  our  study — 
from  Texas  to  Toronto  and 
New  York  to  Omaha — buy  and 


stock  in  proportion  to  selling 
opportunities.  Yet  in  83%  of 
the  cases  studied  the  advertis¬ 
ing  was  found  to  be  an  entirely 
different  story  —  consistently 
weak  at  the  times  of  peak  op¬ 
portunity,  heavy  too  soon  or 
too  late.” 

“Comparisons  of  each  store’s 
1953  advertising  with  sales 
data  showing  when  consumers 
actually  bought  in  the  particu¬ 
lar  type  of  store  revealed  ad¬ 
vertising  which  could  have  and 
should  have  sold  more,  and  cost 
less  per  unit  sale — faulted  by 
poor  timing. 

“For  example,”  Mr.  Burge¬ 
son  said,  “one  women’s  wear 
store  studied  used  27%  of  the 
whole  year’s  advertising  in 
December  compared  with  a 
sales  contribution  in  that 
month  of  12%,  while  another 
store  used  only  five  percent  of 
it’s  annual  advertising  budget 
in  December.  In  fact,  the  ad¬ 
vertising  of  eight  out  of  every 


BONUS 

10,000  MORE 

CIRCULATION 

1954  Bonus  2,345 
TOTAL  48,485* 

1953  ***  Bonus  1,771 
TOTAL  46,140 

1952  *'*  Bonus  1,686 
TOTAL  44,369 

1951  •••  Bonus  3,383 
TOTAL  42,683 

1950  ****  Bonus  816 
TOTAL  39,300 

Every  year  an  EXTRA 
dividend  to  Journal 
advertiserM 

-'S  Mo.  E^wUns  May  19M 
Commemorative  Year  ■. 
,77V  175  Years  Of  "195^ 

'  Community  Service 


OailD  3ournal  nVw  jerIey 

Special  Representatives :  W ARD-GRIFFITH  CQ.,  INC. 
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UNOERPROMOTION 

SAMPLE  OF  WIDE  VARIATIONS  in  advsrtitin9,  compared  with  mIw 
patterns  as  revealed  in  82-store  analysis.  Monthly  percents  of  year's 
advertising  run  by  eight  out  of  10  stores  studied  were  found  scattered 
in  gray  areas  showing  needless  over  or  under-promotion  of  eecli 
month's  sales  potential.  Highest  and  lowest  monthly  percent  done  by 
any  of  the  stores  form  boundaries. 


10  retailers  studied  missed 
selling  opportunities  by  a  sur¬ 
prisingly  wide  margin. 

Results  Reported 

“Yet  in  every  one  of  the 
growing  number  of  cases 
brought  to  our  attention  of 
merchants — large'  and  small — 
who  have  swung  over  to  more 
carefully  planned  programs  of 
well-timed  promotions,  gratify¬ 
ing  results  were  reported.” 

Mr.  Burgeson’s  remarks  were 
made  at  the  unveiling  of  a  new 
Bureau  presentation  which  will 
be  the  primary  tool  in  a  nation¬ 
wide  drive  by  daily  newspapers 
to  help  retailers  and  manufac¬ 
turers  build  needed  extra  vol¬ 
ume  and  profits  in  the  coming 
months. 

Entitled  “Let’s  Talk  Profits” 
the  presentation  is  a  special 
feature  of  the  1954-55  edition 
of  the  Bureau’s  “Annual  Time 
Table  of  Retail  Opportunities” 
now  in  the  hands  of  the  more 
than  1,000  daily  newspapers 
which  comprise  the  Bureau’s 
membership. 

Graphically  relating  the  story 
of  how  groups  of  customers  and 
entire  markets  buy  merchan¬ 
dise  seasonally  on  both  a  na¬ 
tional  and  regional  basi.s,  the 
Time  Table  provides  data  from 
which  retailers  can  accurately 
predict — in  most  cases  within 
two  percentage  points — what 


share  of  the  year’s  advertising 
of  each  type  of  merchandise 
should  be  allotted  to  each  month 
to  secure  maximum  returns 
from  the  store’s  advertising  in¬ 
vestment. 

Commenting  on  the  new  edi¬ 
tion,  Mr.  Burgeson  declared: 
“Proper  attention  to  timing, 
employing  the  principles  and 
data  presented  in  the  new  Time 
Table  can  be  the  most  impor¬ 
tant  single  factor  in  increasing 
the  effectiveness  and  reducing 
the  cost-per-sale  of  the  more 
than  $2  billion  retailers  will  in- 
ve.st  in  newspaper  advertising 
in  the  next  12  months. 

.4d  Efficiency  Low 

“In  some  65  of  the  82  stores 
studied,  advertising  efficiency 
could  have  been  stepped  up  tre¬ 
mendously  by  merely  applying 
to  advertising  the  same  prin¬ 
ciples  employed  in  buying, 
stocking  and  display;  it  all 
comes  down  to  asking  the  people 
to  buy  when  they  have  demon¬ 
strated  they  want  to  buy  each 
item  of  merchandise  you  car¬ 
ry.” 

Specifically,  data  in  the  Time 
Table  includes  a  seasonal 
breakdown  of  1953  sales  in  17 
types  of  stores  and  96  specific 
merchandise  categories ;  plos 
seasonal  fluctuations  in  the 
newspaper  advertising  of  91 
key  commodities  in  1953. 
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ROYALTY.  The  eyes  of  the  nation  ore  eagerly  watch¬ 
ing  Britain’s  Queen  Mother.  Timed  to  her  stay  here.  The 
American  Weekly  presents  a  2-part  condensation  of 
Jennifer  Ellis'  new  biography  of  this  warm,  gracious  woman 


HOMEMAKING.  As  family  life  becomes  more  informal, 
the  once  lowly  kitchen  is  rising  to  “living  room"  status.  Here 
ore  4  new  designs — in  a  full  color  spread  that’s  typical  of 
how  The  American  Weekly  meets  modern  living  enthusiasms. 


CHILDREN.  Everyone  wants  his  own  heir  apparent  to 
dress  as  well  as  any  ccpwn  prince.  The  American  Weekly 
shows  how  to  do  it,  explains  how  modern  mothers  can 
keep  children  healthfully  warm  without  bulky  garments. 


STARS.  John  Wayne  calls  himself  “no  actor"  in  his 
serialized  life  story  which  he  tells  for  the  first  time.  This 
account  of  an  unorthodox  rise  to  stardom  reveals  the  deep 
qualities  of  one  of  today’s  top  box-office  attractions. 


MOVES  PEOPLE . . .  MOVES  PRODUCTS 


From  story-telling  front  cover  to  humor  and  etiquette 
columns  on  the  back  pages,  The  American  Weekly  is 
bright  with  top  drawer  entertainment.  Great  writing 
by  important  people;  stimulating  service  featiires;  strik¬ 
ing  illustrations  ...  all  wrapped  up  in  a  modem  colorful 
package. 

Each  exciting  issue  is  built  on  the  distinctive  edi¬ 


torial  philosophy  which  says:  meet  the  enthusiasms  of 
the  American  family!  The  American  Weekly  deals  only 
with  those  appeals  to  which  most  people  respond  most 
eagerly. 

Because  the  enthusiasms  of  nearly  10  million  families 
spill  over  from  page  to  page,  advertisers  find  The 
American  Weekly  a  money-making  market  place. 


Americ4nWeekly 


63  V«s«y  StTMl,  New  York  7,  N.  Y. 

Beamed  to  the  Enthusiasms  of  the  American  Family 
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Believability  Called 
Vital  in  PR  and  Ads 


The  same  principles  that 
guide  good  public  relations 
practice  must  be  followed  by 
advertisers  if  they  want  the 
public  to  believe  their  claims 
and  believe  in  their  companies, 
a  public  relations  executive  de¬ 
clared  last  week  during  the 
Ohio  State  University’s  ad  con¬ 
ference  at  Columbus. 

Richard  W.  Darrow,  vice- 
president,  Hill  &  Knowlton, 
Inc.,  said  that  credibility  in  ad¬ 
vertising,  as  in  public  relations. 


is  created  by  honest  statements, 
repetition,  good  timing  and  the 
use  of  a  positive  approach. 

Outlining  the  dangers  of  the 
negative  approach,  Mr.  Darrow 
said:  “There  is  no  advertising 
or  public  relations  .soundness  in 
frightening  people.  This  can 
play  into  the  hands  of  an  in¬ 
dustry’s  willful  detractors. 

“Believability  is  a  quality 
fundamental  to  successful  ad¬ 
vertising  and  public  relations,” 
he  said.  “Just  as  government 


"In  NEW 
ENGLAND 
...let  RETAIL 
SALES 
be  your 
market  guide." 


.  .  .  says  E.  E.  Wilson,  New 
England  District  Sales  Man¬ 
ager  for  Colgate-Palmolive 
Company. 

“Manufacturers  who  look 
only  at  a  market’s  wholesale 
figures  on  which  to  base  adver¬ 
tising  and  sales  promotional 
dollars  are  most  decidedly 
missing  top  retail  sales  poten¬ 
tial. 

“Consider  for  example,  the 
Worcester  Massachusetts  mar¬ 
ket:  it  is  notable  as  a  whole¬ 
sale-grocery  distribution  center 
even  with  wholesale  head¬ 
quarters  of  three  of  its  major 
grocery  chains  (Stop  &  Shop, 
First  National  and  A&P  with 
over  75  super  markets)  out¬ 
side  of  the  Worcester  market. 
But,  wholesale  grocery  figures 


E.  E.  WILSON 

District  Sales  Manager,  New  England, 
for  the  Colgate-Palmolive  Company 


for  Worcester  show  only  a 
fraction  of  the  market’s  actual 
or  potential  retail  consumption. 

“Worcester  is  the  33rd  best 
grocery  market  in  the  nation 
with  over  $168  million  in  food 
store  sales.  Retail  sales  are  the 
proper  market  guide  for  allo¬ 
cation  of  advertising  invest¬ 
ments.” 

Local-Level  Knowledge  Is  A 
Must  For  Top-Level  Decision  Mak¬ 
ing. 

•  This  advertisement  is  pub¬ 
lished  in  the  interests  of  fuller 
understanding  of  the  Worces¬ 
ter,  Massachusetts  market  by 
the  Worcester  Telegram,  The 
Evening  Gazette,  and  The  Sun¬ 
day  Telegram.  George  F. 
Booth,  Publisher.  Circulation 
daily,  155,552,  Sunday,  103,099. 


Advertiaement 


needs  belief  if  it  is  to  be  per¬ 
mitted  to  continue  to  govern, 
advertising  needs  belief  if  it  is 
to  sell  products  and  public  re¬ 
lations;  if  it  is  to  gain  ac¬ 
ceptance  for  ideas  .  .  . 

“In  our  public  relations  work, 
we  have  only  one  device  for 
establishing  the  credibility  of 
the  idea,”  Mr.  Darrow  ex¬ 
plained.  “That  is  to  cite  the 
facts  which  support  it.  In  ad¬ 
vertising,  you  have  various 
other  techniques  of  long  estab¬ 
lished  usefulness. 

“We  are  all  aware,  of  course, 
that  advertising  is  attacked 
from  time  to  time.  It  is  worth 
noting  that  most  of  these  at¬ 
tacks  center  on  advertising  at 
that  very  point  where  it  meets 
the  problem  that  public  rela¬ 
tions  faces  each  morning:  the 
problem  of  marshalling  honest 
I  facts,  to  support  the  belief  we 
wish  to  get  across,  in  an  effec- 
I  tive  and  convincing  way.” 

• 

Young  Execs  Man 
Corporate  Helm 

i  The  corporate  helm  of  Fuller 
I  &  Smith  &  Ross,  Inc.,  Cleve- 
I  land  has  been  taken  over  by  a 
team  of  young  executives  fol¬ 
lowing  the  recent  death  of  Al- 
I  len  L.  Billingsley,  president 
I  (E&P,  Oct.  16,  page  20). 

Robei't  Eugene  Allen,  41,  for 
several  years  a  vicepresident, 
director  and  manager  of  the 
agency’s  New  York  office,  was 
elected  president. 

John  C.  Maddox,  43,  vice- 
president  and  manager  of  the 
Cleveland  office  was  named  ex¬ 
ecutive  vicepresident  and  con¬ 
tinues  as  manager  of  the  Cleve¬ 
land  office.  Edward  J.  Lauesen, 
49,  vicepresident  and  manager 
of  the  firm’s  Chicago  branch, 
has  been  designated  chairman 
of  a  newly  created  executive 
committee. 

• 

Abrams  Joins  Motorola 

Chicago 

F.  Gene  Abrams,  formerly 
with  Ashman  &  Marquette, 
Inc.  Norfolk,  Va.,  and  pre¬ 
viously  associated  with  the 
Norfolk  Virginian-Pilot,  has 
been  named  sales  promotion 
manager  at  Motorola,  Inc.  He 
will  coordinate  sales  promotion 
activities. 

I  • 

Canadian  Rates  Up 

Two  Ontario,  Canada,  dailies 
have  announced  rate  increases 
of  from  eight  to  nine  cents  per 
line,  effective  Jan.  1.  The  pa¬ 
pers  are  the  Sarnia  Canadian 
Observer,  and  the  Oshawa 
Times-Gazette.  Both  dailies  are 
members  of  the  Thomson  News¬ 
papers  chain. 


PR  Group  Gives 
Award  to  Bulletin 

Philadelphu 

The  Philadelphia  Public  Re¬ 
lations  Association  has  pre¬ 
sented  its  annual  Public  Rela¬ 
tions  Award  to  the  Evening 
and  Sunday  Bulletin  for  an  18- 
article  series,  “This  Is  Greater 
Philadelphia,”  which  examined 
the  postwar  resurgence  of  Phil¬ 
adelphia  and  the  metropolitan 
area. 

In  response  to  public  demand, 
the  Bulletin  reprinted  “This  is 
Greater  Philadelphia”  in  a  64- 
page  magazine  and  distributed 
it  widely. 

Walter  Lister,  managing  edi¬ 
tor,  accepted  the  award  on  be¬ 
half  of  the  newspaper.  He  pre¬ 
sented  various  members  of  the 
Bulletin  organization  who 
worked  on  the  series. 

They  included  George  Eager, 
assistant  to  the  publisher,  who 
conceived  the  idea ;  Stanley 
Thompson,  city  editor;  Robert 
Williams,  Rex  Polier,  Roland 
Moriarity,  Frank  McBride,  John 
McCullough,  J.  A.  Livingston, 
Peter  Binzen,  Jean  Barrett, 
Daniel  O’Leary,  Jim  Wolf, 
Chick  Elfont,  Pierre  Fraley 
and  Charles  Higgins.  William 
B.  Dickinson,  chief  of  the 
Washington  Bureau,  who  was 
in  charge  of  the  writing  for 
the  series,  was  unable  to  attend. 

Mayor  Clark  expressed  the 
congratulations  of  the  City  of 
Philadelphia  to  the  Bulletin  at 
the  presentation  luncheon.  Regi¬ 
nald  E.  Beauchamp,  president 
of  the  Philadelphia  Public  Re¬ 
lations  Association,  and  special 
events  director  of  the  Bulletin, 
presided.  , 

Binghamton  Press 
Adds  Copy  Dept. 

The  Binghamton  (N.  Y.) 
Press  has  added  a  new  adver¬ 
tising  copy-writing  department 
to  work  closely  with  its  display 
advertising  department  in  pre¬ 
paration  of  copy  and  layouts  for 
advertisers,  according  to  James 
J.  Burnett,  Press  advertising  di¬ 
rector. 

Copy  writer  is  Barbara  Kess¬ 
ler  who  joined  the  Press  after 
working  in  the  production  de¬ 
partment  of  a  Binghamton  ad 
agency.  When  the  paper  pub¬ 
lished  its  recent  50th  Anniver¬ 
sary  Edition,  Miss  Kessler  was 
given  the  job  of  preparing  lay¬ 
outs  and  copy  for  many  of  the 
advertisers  represented  in  the 
issue. 

According  to  Mr.  Burnett,  the 
new  department  will  provide 
better  service  to  advertisers  and 
will  permit  salesmen  to  devote 
more  time  to  their  accounts. 
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B.  doesn^t  like  it  when  anybody  forgets  that  things  have  changed  in  Cincinnati, 


BETTER  NOT  TRUST  youT  memory  too  far  as  to  w  hich  daily  newspaper  in 
Cincinnati  has  the  biggest  city  zone  circulation  .  .  .  the  most  women 
readers  .  .  .  and  the  most  advertising  linage.  Check  it.  Things  have 
changed.  That  newspaper  is  nowr  the  CINCINNATI  ENQUIRER.  Smart 
space  buyers  now  are  talking  about  quantity  as  well  as  quality 
when  they  say,  ” Solid  Cincinnati  reads  the  Cincinnati  Enquirer." 


SOLID  CINCINNATI 


READS  THE 

CINCINNATI  ENQUIRER 


RtprtunttJ  h  Mtianty,  Rtfan  end  Schmitt. 


} 


rt 


DOPE 

Have  you  any  idea  of 
how  agency  executives 
read  and  react  to  pub¬ 
lications  they  receive 
“courtesy  of  the  com¬ 
pany”? 

And  what  about  their 
reactions  to  publications 
they  pay  for  out  of  their 
own  pocket  and  request 
for  home,  not  office,  de 
livery? 

If  you’d  like  some  in¬ 
teresting  “dope”  on  the 
reading  habits  of  these 
chaps,  we’d  be  glad  to 
show  it  to  you.  It’s  in 
a  recently  completed 
study  —  the  first  100% 
personal-interview  study 
of  reader  interest  in  the 
advertising  press  —  and 
it  could  make  quite  a 
difference  in  where  yon 
place  your  newspaper’s 
advertising. 

Simply  ask  to  see 
the  “Personal-Interview” 
Study  conducted  by  Mills 
Shepard,  Consultant  in 
Research,  for  .  .  . 


48  W.  38  St..  N.  Y.  18 
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Cigar  Co.  Lights-Up 
Push  on  Sports  Pages 


Philadelphia 

The  most  concentrated  news- 
I  paper  advertising  campaign 
I  (via  Feigenbaum  &  Wermen 
i  Advertising)  in  its  history  was 
launched  this  month  by  Garb- 
I  osky  Brothers,  Inc.,  makers  of 
‘  Royalist  and  Amerada  cigars, 
i  The  effort  will  run  through  the 
first  of  the  year. 

Large-space  insertions  (123 
lines  on  3)  have  been  scheduled 
in  dailies  throughout  Pennsyl¬ 
vania,  New  Jersey,  Ohio,  Con¬ 
necticut,  and  in  Washington, 
D.  C.  Ads  will  appear  on  the 
sports  pages  and  will  feature 
dominating  sports  illustrations 
to  tie-in  with  editorial  coverage. 

Peoples  Drug  Stores 

Schedule  D.  C.  Dailies 

j  Peoples  Drug  Stores,  which 
last  year  filled  more  than  2,- 
j  700,000  prescriptions  for  the 
I  public,  starts  to  fill  another 
j  public  need  this  month  with  a 
series  of  622-line  ads  (via  N. 
j  W.  Ayer  &  Son)  on  the  use 
1  and  misuse  of  drugs. 

The  series  consists  of  edi¬ 
torial-type  columns  (311  lines 
on  2)  titled,  “Capsules.”  They 
I  are  written  in  a  light  style  and 
humorously  illustrated.  A  new 
column  will  be  published  every 
week  in  newspapers  in  the 
Washington,  D.  C.,  area,  where 
there  are  78  Peoples  Drug 
Stores. 

Other  Campaigns  .  .  . 

•  National  Distillers  will 
spend  more  than  $3,000,000  to 

I  advertise  (via  Kudner  Agency, 

I  Inc.)  its  two  bourbons.  Old 
Grand-Dad  and  Old  Taylor.  Ad- 
:  vertising  in  all  media  will 
share  in  the  increase.  Newspa¬ 
per  advertising  will  be  stepped 
up  proportionately,  and  in  some 
instances  will  make  use  of  two 
I  colors.  National  magazines  and 
trade  publications  are  also 
scheduled. 

•  Small-space  ads  (via  Hil¬ 
ton  &  Riggio)  in  all  major  New 
York  dailies  will  be  used  begin¬ 
ning  Nov.  1  by  Childs  Company 
as  part  of  a  semi-in.stitutional 
campaign  for  its  28  New  York 
restaurants. 

•  Ads  (via  Kleppner  Com- 
*  pany)  ranging  in  size  from 

1,000  to  1,750  lines  in  more 


than  100  major  dailies  through¬ 
out  the  U.  S.  are  being  used  by 
Schenley  Distributors,  Inc.,  to 
acquaint  gift-buying  consumers 
with  the  holiday  decanter  pre¬ 
pared  for  I.  W.  Harper  bottled- 
in-bond  straight  Kentucky  bour¬ 
bon.  Eleven  national  magazines, 
outdoor  locations,  point-of-pur¬ 
chase  and  trade  publications 
are  also  included. 

•  Expenditures  by  Hiram 
Walker  Inc.  in  all  media  for  the 
1954-55  fiscal  year  will  top  any¬ 
thing  the  company  has  done 
previously. 

• 

Survey  Covers 
Hardware  Dealers 

Chicago 

National  Research  Bureau 
has  completed  a  survey  of  how 
hardware  dealers  in  185  cities 
used  classified  advertising  in 
newspapers.  Purpose  of  the 
study  is  to  assist  hardware  ad¬ 
vertisers  to  realize  greater 
profits  from  classified  ads. 

Approximately  two-thirds  of 
the  hardware  stores  covered  in 
in  the  survey  spent  1%  of  gross 
sales  on  classified  advertising; 
20.3%  spent  from  1  to  3%  of 
sales  for  classified;  and  11.5% 
invested  3  to  5%. 

Half  of  the  .stores  have  used 
classified  for  a  period  of  up  to 
five  years;  15.7%  have  success¬ 
fully  used  classified  for  20 
years. 

The  average  frequency  of 
classified  ads  for  hardware 
stores  was  5.4  insertions  per 
week,  with  84.6%  of  the  stores 
running  ads  on  a  daily  basis; 
11.6%  three  times  per  week; 
and  3.8%  once  a  week. 

• 

Named  by  DeClerque 

Chicago 

Appointments  of  three  new 
managers  in  the  West  Coast 
offices  of  Henry  DeClerque, 
Inc.,  publishers’  representatives 
of  Canadian  newspapers,  were 
announced  here  by  Elmer  De¬ 
Clerque.  They  are:  A.  S.  Bab¬ 
cock,  manager,  San  Francisco, 
CaliL,  605  Market  st. ;  Fred¬ 
erick  A.  Bartlett,  manager, 
Seattle,  Wash.,  551  Skinner 
Bldg.;  and  Wentworth  Green, 
manager,  Los  Angeles,  Calif., 
439  S.  Western  Ave. 


N.  Y.  Reps  Name 
Brashears  To 
Head  Research 

Appointment  of  Arthur  Bra¬ 
shears  as  research  and  sale* 
promotion  manager  of  the  per¬ 
manent  office 
now  being  set 
up  by  the  New 
York  City 
Chapter  of  the 
American  As- 
sociation  of 
Newspaper 
Representatives, 
was  announced 
this  week  by 
Peter  Benziger, 
president  of  the 
chapter. 

Plans  for  the  permanent  of¬ 
fice  with  an  executive  secretary 
and  staff,  effective  Jan.  1,  were 
revealed  last  week  by  Mr.  Ben¬ 
ziger  (E&P,  Oct.  16,  page  30). 
Mr.  Brashears  is  the  first  staff 
appointment  to  be  made. 

“In  hiring  Mr.  Brashears,” 
Mr.  Benziger  said,  “we  are  tak¬ 
ing  a  big  step  toward  the  ex¬ 
pansion  of  our  function  a.s  an 
association  to  constructively 
sell  the  medium  of  newspapers. 
He  will  be  engaged  in  devel¬ 
oping  and  coordinating  the 
sales  work  of  the  New  York 
Chapter’s  New  Business 
Teams.” 

Mr.  Brashears,  a  member  of 
the  Bureau  of  Advertising, 
AN  PA,  for  the  past  nine  years, 
was  most  recently  the  Bureau’s 
promotion  manager.  His  back¬ 
ground  includes  work  as  direc¬ 
tor  of  informational  services 
for  the  Brand  Names  Founda¬ 
tion,  copy  group  head  with  both 
BBD&O  and  Marschalk  &  Pratt, 
ad  agencies,  and  as  a  reporter 
and  feature  writer  for  Hearst 
Newspapers. 

• 

Christmas  Promotion 
On  Major  Appliances 

Chicago 

“Operation  Snowflake”  is  the 
name  of  a  national  promotion 
sponsored  by  United  States 
Steel  to  stimulate  the  sale  of 
household  appliances  as  Christ¬ 
mas  gifts. 

Using  the  slogan,  “Make  it  a 
White  Christmas — Give  her  a 
major  appliance,”  with  a  snow¬ 
flake  as  the  symbol,  the  promo¬ 
tion  involves  use  of  newspapers 
at  the  local  level,  along  with 
other  media. 

A  12-page  supplement  is  be¬ 
ing  distributed,  together  with 
a  complete  kit  of  mats,  enabling 
daily  newspapers  to  sell  more 
local  advertising  to  appliance 
dealers. 


Brashears 
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FROM  FIRST  PAGE  TO  LAST 

every  detail  is  picture-perfect 


^^hen  you  use  Recordak  Ncuspajier  Service  you’re  sure  that 
each  roll  is  processed  to  meet  the  high  specifications  of  the 
Bureau  of  Standards  for  archival  films. 

Skilled  specialists — using  specially  designed  professional 
equipment — handle  the  job  of  microfilming,  film  processing, 
inspection.  It  is  your  assurance  of  exc-eptional  legibility, 
year  after  year. 


Recordak  Mi«Tofilni  Edi¬ 
tions  keep  back  issues  intact 
. . .  save  08%  in  stack  space 
. .  .  sj)eed  reference. 


(Subiidiary  of  Eatfman  Kodak  Company) 

originator  of  modern  microfilming — 
and  it$  newspaper  application 

**Recordak"  is  a  trade-mark 


Costs  are  surprisingly  low.  Just  tell  us  how  many  pages  you 
publish  per  year  and  we’ll  quote  prices  for  microfilming  at  one 
page  per  exposure  .  .  .  and  two  pages  per  exposure.  Recordak 
Corporation  (Subsidiary  of  Eastman  Kodak  Company), 

444  Madison  Ave.,  New  York  22,  N.  Y. 


} 
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CUTLER'HAMMER 


MOTOR  CONTROL 


CUTLER-HAMMER  UNIT  CONTROL  SYSTEM  FOR 
WICHITA  (Kansas)  EAGLE 
R.  Hoe  &  Company  press,  4  units  and  one  folder  at  present. 
Printing  capacity,  45,000  copies  per  hour.  Two  additional  press 
units  with  Cutler-Hammer  Control  Units  are  now  being  added. 


MILLIONS  OF  MAGAZINES  A  MONTH 

The  C.  T,  Dearing  Printing  Co.,  Louisville,  Ky.,  produces 
more  than  30,000,000  copies  of  a  dozen  or  more 
leading  magazines  a  month  on  two  Cottrell  5-color 
presses  and  two  Goss  magazine  presses.  These  four 
presses  represent  $2  million  worth  of  precision  equip¬ 
ment.  They  are  completely  equipped  with  Cutler- 
Hammer  Drives  and  Control. 


PRESS  PERFORMANCE? 


Keep  it  simple- Keep  it  sturdy 


feS:  I 


KEEP  IT  CUTLER-HAMMER 


It  makes  sense  .  .  .  and  it  makes 
money  ...  to  look  for  the  simplest 
and  most  dependable  unit  news¬ 
paper  drive  and  control. 

This  hard  common  sense  is 
leading  more  and  more  experi¬ 
enced  newspaper  men  to  the 
Cutler-Hammer  Unit  Control  sys¬ 
tem  for  unit  drive  motors  on  their 
new  unit  presses.  This  is  a  paired 
system  .  .  .  simple,  sturdy,  trou¬ 
ble-free  unit  a.c.  wound  rotor  mo¬ 
tors  paired  with  Cutler-Hammer 
Unit  Drive  Control  made  up  of 
simple,  sturdy  industrial  type  con¬ 


trol  components  known  to  every 
plant  electrician  .  .  .  and  together 
giving  you  the  fundamental  needs. 
Easy  inching  and  threading, 
smooth  acceleration  to  maximum 
press  running  speed ,  high  efficiency 
at  running  speed,  perfect  synchro¬ 
nization  of  motors,  long  life,  free¬ 
dom  from  trouble,  flexibility  .  .  . 
all  these  are  yours  together  with 
specific  Cutler-Hammer  superior¬ 
ities.  There’s  the  new  C-H  cam 
drum  accelerating  device  with  72 
speed  points.  There’s  the  fact  that 
inching  and  threading  don't  draw 


current  through  the  unit  drive 
motors.  There’s  freedom  from 
troubles  such  as  changing  load 
adjusting  resistor  switches,  un¬ 
balanced  loads,  circulating  cur¬ 
rents  and  excessive  peaks.  And 
your  own  electrician  can  service 
this  drive  and  can  service  this  con- 
trol. 

The  C-H  Representative  has 
a  dramatic  and  compelling  story 
to  tell.  See  him  before  you  buy. 
CUTLER-HAMMER,  Inc.,  1223 
St.  Paul  Avenue,  Milwaukee  1, 
Wisconsin. 

CUTLER-HAMMER  NEWSPAPER 
CONVEYORS 

Used  in  practically  every  conveyor-equipped 
plant  in  North  America.  Standard  Duty 
handles  up  to  56  pages  at  any  speed  up 
to  60,000  I.P.H.  Heavy  Duty  handles  up  to 
96  pages  at  any  speed  up  to  60,000  I.P.H. 


CUTLER-HAMMER  ELECTRONIC  CONTROL 
ON  SINGLE  MOTOR  DRIVE  FOR  NEWSPAPER  PRESS  AT 
BILOXI-GULFPORT  (Miss.)  HERALD 
Another  one  of  the  many  highly  successful  Cutler-Hammer  instal¬ 
lations  in  publishing  plonts  of  this  size. 


CUTLER-HAMMER 


HOTOR  CONTROL 


CUTLER-HAMMER 

CYLINDER  BRAKES 

Stop  presses  safely 

in  approximately  3 

seconds,  completely 

relieving  gearing  of 

excessive  forces  and 

harmful  shocks.  Each 

brake  individually 

adjustable,  yet  automatically  coordi' 

nated  with  other  brakes. 


Advertiser  •  Newspaper 


you  can  {five  us  that  outstand¬ 
ing  reproduction  job  that  will 
make  the  ad  a  success. 

“4— SPONSOR  AND  CO¬ 
OPERATE  WITH  LOCAL  RE¬ 
TAILERS  IN  PROMOTING 
LOCAL  COMMUNITY 
EVENTS:  This  could  be 

‘Downtown  Days’  or  any  com¬ 
munity  selling  event.  We  need 
public  interest  stories  to  .sup¬ 
port  this  sort  of  program.  We 
must  have  the  support  of  your 
news  departments  in  order  to 
do  an  efficient  selling  job. 

“5— CO-OPERATION  ON 
TIMING  — ON  SCHEDULE: 
Today’s  retailing  is  sometime.s 
run  on  almost  split-second  tim¬ 
ing.  We  need  your  help  and 
every  bit  of  extra  steam.” 

Mr.  Urch  then  discussed  the 
indirect  ways  that  newspapers 
can  help  retailers: 

“I— BE  A  GOOD  NEWSPA¬ 
PER  NEWSWISE:  The  better 
your  paper  is  newswise,  the 
more  attention  its  advertisers 
will  get. 

“2— BUILD  YOUR  CIRCU¬ 
LATION  TO  MAXIMUM 
COVERAGE  WITHIN  THE 
ACTUAL  TRADE  AREA. 

“.S— HELP  IN  CITY  IM¬ 
PROVEMENT.” 


Balanced  Newspaper 
Merchants  Best  Buy 


Baltimore  should  not  be  underestimated,  prove  our 
like  a  pafier  that  will  be  many  other  media  play  a  very  “2— MAI 
from  first  page  to  the  important  part  in  bringing  PARING  T 
This  gives  our  ad  a  better  business  into  a  store,  but  the  ABLE  TO 
ce  to  be  seen  and  read.”  newspaper  medium  is  the  most  WHO  NEE 
lis  advice  was  given  to  effective,  efficient  and  economi-  in  the  for 
bers  of  the  Maryland  Press  method  I  know  of.  You  too,  ance  in  ad 
ciation  at  their  annual  i  believe,  need  us,  the  retail  ed,  or  tim 
jrtising  Clinic  by  Robert  G.  advertiser,  to  keep  your  figures  cerning  th 
1,  publicity  director  of  the  profit  side  of  the  ledger,  program.  ^ 
rart  &  Co.,  Baltimore  de-  It  would  seem  that  we  are  service  for 
ment  store.  quite  dependent  upon  each  can  be  of 

mjamin  Ponemon,  advertis-  other.  That  perhaps,  is  the  advertiser, 
director  of  the  Annapolis  basic  reason  we  enjoy  such  a  “3 — A  C 
tal-Gazette,  presided.  Serv-  good  relationship  and  we  as  re-  SPIRIT  0 
on  a  panel  with  him  was  tailers,  want  to  maintain  that  THE  MEC 
r  J.  Shively  Jr.,  general  relationship  in  the  years  to  THE  NEV 
ager  of  the  Woixester  come.  be  of  inva 

ocrat,  Pocomoke  City,  Md.  “I  believe  that  there  are,  the  adverti 
want  to  stress  my  honest  basically,  two  ways  in  which  vertising 
king  about  newspaper  ad-  can  serve  the  advertiser,  stores  need 

ising.  WE  SIMPLY  One  is  by  direct  help  and  the  production 
JLD  NOT  DO  BUSINESS  other  is  by  indirect  means,  spend  quiti 
’HOUT  IT!,”  Mr.  Urch  First,  let  us  consider  the  direct  them  and  ' 
ared.  ways.  production 

Jure,  interior  displays  are  “1 — THE  CONTACT  MAN  sponse  frc 

irtant,  window  displays  BETWEEN  ADVERTISER  co-operate 


Photo  by  "Dick"  Whittington 


THE  GAME  IS  nip-and-tuck,  and  the  decisive  tackle  is  up  to  you.  Will  you  moke  it?  Yes— if  you  concentrate  oil  your  strength  ond  skill  on  the  job. 
WINNING  SALES  in  Southern  Californio  tokes  concentration,  too— o  concentrated  advertising  effort  where  the  population  concentrotes. 

OVER  THREE-FOURTHS  of  Southern  California's  retoil  soles  ore  concentrated  in  the  population-pocked  los  Angeles  ABC  City  and  Retail 
Trading  Zone.  And  that's  where  the  big  HERALD-EXPRESS  concentrates  aver  90  per  cent  of  its  320,000-plus  circulation! 

RUN  UP  A  winning  score  in  Los  Angeles!  Make  the  HERALD-EXPRESS  the  mainstay  of  your  team  and  use  it  often! 


largest  Daily  Circulation  in  the  West's  Largest  City" 

REPRESENTED  NATIONALLY  BY  MOLONEY,  REGAN  &  SCHMITT,  INC. 

EDITOR  ac  PUBLISHER  for  October  30,  1954 


Drivers  need  winterizing,  too 


This  is  the  time  of  year  when  the  oil  companies  and  anti-freeze 
manufacturers  buy  advertising  space  to  advise  car  owners  they  should  get 
ready  for  cold  weather. 

It’s  time,  too,  for  another  kind  of  advice  to  motorists — in  your 
editorial  columns.  Drivers  shoiihl  prepare  themselves  as  well  as 
their  ears  for  Winter. 

Davs  are  shorter.  Driving  at  dusk  and  at  night  demands  extra 
caution. 

Road  conditions  and  visihilitv  are  worse.  Snow,  sleet  and  ice  demand 
extra  caution. 

Car  windows  are  closed  against  the  cold.  Drivers  are  tempted  to  skip 
signals  to  keep  warm  at  a  time  when  signals  are  more  important 
than  ever. 

Yes,  it’s  time  for  drivers  to  winterize,  too.  Tell  them  and  you’ll 
help  them. 


The  Travelers  Insurance  Companies  .  Hartford,  Connecticut 


{AdvcrtisrmcMt  t 
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All  business  is  people 


.  .  .  and  all  people  love  local  news.  Is  it  any  wonder 
my  SERVICE  TO  ‘LOCALnews  dailies’  reaps  so 
much  personal  satisfaction  in  this  age  of  imp)ersonal, 
assembly -line  business  practices !  J  J 


Mr.  Russell,  newest  member  of  our  mid-west  sales 
staff,  is  “a  voice  of  experience.”  Selling  local  adver¬ 
tising  for  a  first  class *“ LOCALnews  daily,” and  later 
buying  hundreds  of  “LOCALnews  dailies”  for  one  of 
the  country’s  leading  national  advertisers  has  proven 
to  Mr.  Russell  our  oft-stated  fact — 


**Localnews  dailies 


basic  advertising  medium” 


*“Glen’s  return  to  the  service  of  LOCALnews  dailies 
is  mighty  good  news.”  FRED  a.  SAPP,  General  Manager, 
Daily  Republican  Times,  Ottawa,  III. 


The  JULIUS  MATHEWS  Special  Agency,  Inc. 

NEWSPAPER  REPRESENTATIVES 

Salesmen  in  new  york  •  Philadelphia 

CHICAGO  •  DETROIT  .  PITTSBURGH 
BOSTON  .  SYRACUSE  and  “Wherever” 


JMSA 


Firm  advocates  since 
1894  of  the  foct  thol 
the  most  important 
element  in  making  on 
advertising  medium 
is  LOCALnews. 


of  the  Tbe^' 


in 


second 


season 


STAR  TIME 

STORY  TIME 


TV  entt 


produced  by 

THE  THEATRE 
.  GUILD 


originating 

live”  from  New  York 

onABC-TV 


^Wmding  up  our  first 
big  year  of  award-win¬ 
ning  TV  theatre  . . . 
already  set  for  the  second. 
Watch  for  more  top 
stories  like  “P.  O.VV.” 
and  “The  Last  Notch”. . . 
more  top  stars  like  Paul 
Douglas,  Helen  Hayes, 
Dorothy  McGuire. 
Remember,  when  it’s 
time  for  TV’  drama  at  its 
best,  it’s  time  for  the 
Steel  Hour. 


::>•  on  alternate  Tuesdays 

9i30  RM. 

(New  York  time) 


editor  dc  PUBLISHER  for  October  30,  1954 


PROMOTION 


^anta  die 


aui 


iis  a  colorful  old 
gent  himself,  and 
everything  about 
the  Yule  season  sug¬ 
gests  an  even  more 
generous  use  of 
Color  in  newspaper 
advertising. 

The  gifts,  in  their 
gay  wrappines  al¬ 
most  demand  it:  lay¬ 
outs  bristle  with 
green  boughs  and 
red  berries.  Almost 
everything  people 
buy  can  be  shown 
BETTER  and  with 
far  greater  sales 
wallop  —  with 
COLOR. 


DLW. 


error  5 


technicians  are  not 
only  equipped  with 
every  modem  device 
to  bring  perfection 
to  newspaper  adver¬ 
tising  in  color,  but 
their  very  first  duty 
and  desire  is  to  fol¬ 
low  specifications  to 
the  last  tricky  re¬ 
quests. 

• 

Whether  it  be 
black  and  one  color, 
or  black  and  two 
colors,  The  Mirror 
can  put  the  spirit  of 
Christmas  into  your 
campaign.  In  this 
fine  market  of  ours, 
the  response  to  color 
is  enthusiastic. 


Eltoona 

SRtrtor 


Some  Fun  and  Facts 
In  Guessing  Games 

By  T.  S.  Irvin 


The  contest  as  a  gimmick 
for  media  promotion  seems  to 
be  having  a  little  run  for  its 
prize  money.  Advertising  peo¬ 
ple,  at  least  in  New  York, 
this  week  had  the  choice  of 
two  contests  to  enter.  One  of¬ 
fered  a  grand  prize  of  a  dime. 
The  other  will  bring  some 
.smart  and  lucky  advertising 
man  $250. 

The  dime  contest  was  an¬ 
nounced  in  full  page  newspaper 
ads  by  Time,  Inc.  You  could 
see  that  Time  was  doing  this 
with  a  straight  face  but  with 
more  than  a  little  tongue  in 
cheek. 

“Colossal  Contest,”  the  ad 
shouted,  “for  advertising  men 
only.  All  you  have  to  do  is 
name  this  magazine.”  Nine 
clues  were  offered. 

Anyone  who  flunked  the  quiz 
certainly  doe.sn’t  belong  in  the 
advertising  business.  Prizes  con¬ 
sisted  of  10c  as  a  grand  prize, 
5c  for  second  prize,  and  “thous¬ 
ands  of  other  prizes  Ic  each.” 
All  prize  money  goes  to  the 
U.  S.  Olympic  Team  Fund. 

Another  page  later  in  the 
week  announced  two  winners 
and  revealed,  with  skillfully 
made  promotional  points,  that 
the  magazine  was  Sports  Illus¬ 
trated. 

The  other  contest  is  com¬ 
pletely  straight,  no  gag  at  all. 
It  is  being  run  by  the  New 
York  Post — as  one  of  several 
the  Post  has  run  recently — 
to  get  advertising  people  to 
“guess  our  gain.” 

What  this  helps  the  Post  do 
is  emphasize  the  fact  that  its 
advertising  linkage  gains  this 
year  are  the  biggest  weekday 


EVERYTHING  IN 
BALTIMORE 
REVOLVES  AROOND 
THE  SUN 


gains  of  any  paper  in  New 
York  City.  The  contest  is  for 
advertising  people  to  guess 
what  the  Post’s  11-month  gain 
will  be. 

The  Post’s  folder  is  a  cute 
one.  It  carries,  slipped  into 
its  cover,  an  unsigned  check 
made  out  to  the  recipient  of 
the  folder  for  $250.  You  don’t 
have  to  be  greedy  to  have  your 
eyes  pop  open  when  you  see  a 
$250  check  made  out  to  you, 
only  curious.  And  that’s  all  it 
takes  to  have  this  folder  ac¬ 
complish  what  it’s  really  in¬ 
tended  to  accomplish. 

This  is  a  good  promotion. 
But  we  must  object  to  it,  as 
we  have  several  times  recent¬ 
ly  in  similar  cases,  because  it 
highlights  linage  losses  by 
other  newspapers  in  order  to 
highlight  the  Post’s  gain. 
This,  we  maintain,  does  news¬ 
papers  as  a  whole  no  good. 
Especially  when,  in  this  case, 
the  figures  are  6-day  figures 
used  both  for  6-day  and  7-day 
newspapers. 

Do  It  Does  It 

The  do-it-yourself  charm  con¬ 
tinues  to  pull  crowds.  The  Fort 
Wayne  (Ind.)  News-Sentinel 
and  Journal-Gazette  ended  a  9- 
day  Do-It-Yourself  show  last 
week,  first  of  its  kind  held  in 
the  area,  clocking  up  an  at¬ 
tendance,  according  to  Promo¬ 
tion  Manager  Robert  D. 
Adams,  of  some  30,000. 

Market  Stuff 

Paula  Kent,  promotion  di¬ 
rector  of  the  San  Diego  (Calif.) 
Union-Tribune,  comes  up  with 
a  good  gag  promotion  to  draw 
attention  to  San  Diego’s  “bil- 
lion-dollar  market.”  She  s-ent 
Langley  De-Liars  to  ad  agen¬ 
cy  men.  The  De-Liar,  which 
happens  to  be  manufactured  in 
San  Diego,  is  a  combination 
scale  and  tape  measure  for 
use  by  fishermen  and  to  keep 
them  honest.  Miss  Kent’s  pro¬ 
motion  urged  the  ad  men  to 
“measure  the  market  and 
weight  the  facts.” 

That’s  just  what  the  Mon¬ 
treal  (Can.)  Gazette  does  in  a 
new  market  data  booklet,  “The 
Montreal  Market.”  This  ana¬ 
lyzes  the  Montreal  market  by 
census  tracts.  It  provides  in¬ 
formation  on  language  spokon, 
rentals,  home  ownership,  auto¬ 
mobiles,  wage  earners,  food 


Art  and  Health 
Daily’s  Services 

Mexico  Cirt 

The  newspaper  Excelsior 
has  opened  an  art  gallery, 
a  new'  departure  in  commu¬ 
nity  service  activities.  A  re¬ 
trospective  exhibit  of  paint¬ 
ings  by  Rufino  Tamayo,  one 
of  Mexico’s  leading  artiste, 
was  the  first  major  event  at 
the  gallery. 

Excelsior  previously  pio- 
neered  in  another  field:  mak¬ 
ing  its  clinic  available  to  the 
public  at  certain  hours  and 
at  reduced  prices,  ranging 
from  one  peso  for  an  injec¬ 
tion  to  five  and  ten  pesos 
for  consultation  and  labora¬ 
tory  services. 

Medicines  and  baby  foods 
are  provided  at  wholesale 
prices.  Vaccination  is  given 
without  cost. 


chain  and  supermarket  lo¬ 
cations.  This  is  a  well  put  to¬ 
gether  booklet  that  is  easy  to 
follow,  and  should  be  effective. 

Another  effective  and  im¬ 
pressive  market  promotion 
comes  this  week  from  Canada, 
from  Weekend  Magazine.  This 
is  a  large  color  map  of  Canada 
which  relates  retail  sales  to 
Weekend’s  circulation. 

And  while  we’re  in  Canada, 
here’s  a  smart  folder  from  Ot¬ 
tawa’s  French  -  language  Le 
Droit.  This  employs  a  positive 
and  a  negative  picture  of  a 
pretty  girl,  and  an  English  and 
a  French  phrase  that  says 
“Now  there’s  a  pi'etty  girl!” 

The  point  is,  as  the  folder 
points  out,  that  “even  if  you 
are  bilingual  .  .  .  your  mind’s 
eye  reacts  quickest  to  the  lan¬ 
guage  of  your  home  and  cul¬ 
ture.”  Ottawa  is  almost  half 
French. 

The  Galt  (Ont.)  Evening  Re¬ 
porter  promotes  an  unusual 
merchandising  service  for  ad¬ 
vertisers,  a  pamphlet  service. 
This  employs  a  display  stand 
in  the  Reporter’s  downtown 
building  from  which  readers 
may  help  themselves  to  pro¬ 
motional  literature  made  avail¬ 
able  by  manufacturers  about 
products  advertised  in  the 
Reporter. 

Hartford  (Conn.)  Courant 
impresses  with  a  small  ad  read¬ 
ing,  “Connecticut  people  pay 
$2,50C,C00  a  year  to  read  the 
Courant,  the  most  money  ever 
paid  to  read  any  Connecticut 
new’seaper.” 

Union  City  (N.  J.)  Hudson 
Dispatch  out  with  a  lively  and 
informative  market  data  folder, 
well  illustrated  with  color  maps. 


CLASSIHED  CUNIC 


Are  Your  Advertisers^ 
Teehniques  Obsolete? 


By  Daniel  L.  Lionel 
CAM,  New  York  Herald  Tribune 


Real  estate  advertising  is 
getting  the  lion’s  share  of  at¬ 
tention  from  CAMs  these  days 
and  with  good  reason.  On  most 
newspapers  it  has  supplanted 
Help  Wanted  as  a  major  classi¬ 
fication  and,  with  home  building 
slated  to  continue  at  the  rate 
of  a  million  plus  new  homes 
per  year  for  the  next  few  years, 
it  has  by  no  means  reached  its 
peak. 

In  building  more  real  estate 
linage  there  is  sometimes  the 
tendency  to  rush  out  for  new 
accounts  when  existing  adver¬ 
tisers,  properly  cultivated  and 
aided  in  producing  better  copy 
and  using  more  consistent 
schedules,  can  supply  the  gains 
everyone  is  seeking.  While  the 
demand  for  housing  continues 
unabated,  it  is  generally  con¬ 
ceded  that  the  current  picture 
reflects  a  buyer’s  market  rather 
than  a  seller’s  market. 

Speaking  before  the  Oregon 
Association  of  Real  Estate 


Boards  recently.  Max  Taylor, 
CAM,  Portland  (Ore.)  Ore¬ 
gonian,  emphasized  the  change 
that  has  come  over  the  real 
estate  market  in  the  last  10 
years : 

“Ten  years  ago  in  Portland 
we  were  running  ads  like  these: 
‘Man  needs  furnished  apart¬ 
ment  so  he  can  get  married. 
BJ  262.’ 

‘Want  a  place  to  live — any 
place,  even  an  old  store  bldg, 
will  do.’ 

‘Shoot  your  wife  and  rent 
us  your  house.  Desperate.’ 
“But  that  was  10  years  ago. 
People  aren’t  desperate  any 
more.  There  aren’t  many  who 
just  HAVE  to  have  a  home  this 
week.  They  aren’t  waiting  in 
line  to  look  over  your  listings. 
Many  have  been  reading  the  ads 
every  week  for  two  or  three 
years.  They  are  going  to  move, 
they  are  going  to  buy  a  new 
or  newer  house,  but  haven’t 
just  seen  the  ad  or  looked  at 


WE'U^ME(c^' 

Ifs  SAN  JOSE  for  SELL! 

Last  time  we  told  you  how  good  kitchen  appliance  sales  are  in 
San  Jose.  Now  here's  the  story  on  laundry  and  heating  appliances — 
Pacific  Gas  &  Electric  figures* for  the  first  half  of  1954: 


UNIT  SALES  SAN  JOSE  S.F. 

SAC'TO 

ST'K'N 

E.  BAY 

Furnaces . 

1718 

1223 

388 

493 

loot 

Ironers . 

348 

603 

59 

184 

216 

Laun.  Drys. . 

1812 

2340 

41 1 

794 

982 

Water  Heaters 

7692 

81 12 

3677 

2556 

5541 

Washing  Machs. . 

6398 

8972 

1328 

3885 

5082 

*Pac!fic  Gas  &  Electric  Co. 

San  Jose  Mercury  and  News 

A  ridde*  newspaper 
represented  nationally  by  ridoer-johns.  INC. 
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the  house  they  really  wanted. 

“Nearly  10  years  ago,  when 
I  first  started  calling  on  real 
estate  brokers,  almost  any  ad 
brought  some  response.  If  an 
ad  had  just  read:  ‘House  for 
Sale’  and  the  phone  number,  I 
think  the  salesman  would  have 
had  some  prospects  to  work  on, 
because  there  were  more  pros¬ 
pects  than  homes  for  sale. 

“I  don’t  need  to  tell  you  that 
it’s  different  today,  in  both 
homes  for  sale  and  homes  and 
apartments  for  rent.  In  Port¬ 
land  the  papers  are  carrying 
35%  and  40%  more  rental  ads 
than  a  year  ago  and  two  and 
one-half  times  as  many  as  three 
years  ago. 

“It  takes  MORE  SELLING 
to  close  a  deal  now.  Also,  it 
takes  MORE  SELL  IN  YOUR 
ADS  today  to  make  the  phone 
ring  or  to  make  the  people  drive 
out  to  your  open  house.’’ 

Same  Old  Copy 
In  the  face  of  this  change 
many  real  estate  advertisers 
who  still  run  the  same  type 
copy  as  they  did  10  years  ago 
may  be  wondering  what  is  hap¬ 
pening  to  their  results.  The 
same  advertisers  who  are  aware 
of  the  change  to  a  buyer’s 
market  in  almost  every  phase 
of  our  economy,  from  automo¬ 
biles  to  washing  machines,  will 
tend  to  blame  the  medium 
rather  than  their  own  non-com¬ 
mittal  copy  or  sporadic  sched¬ 
ules. 

When  brokers  question  the 
consistent  readership  of  the  ads 
on  the  part  of  home  seekers, 
Mr.  Taylor  cites  the  following: 

“A  broker  will  occasionally 
complain  to  me  that  people  just 
aren’t  reading  the  ads.  But  if 
the  next  day  we  should  acci¬ 
dentally  make  a  mistake  in  one 
of  his  ads,  such  as  printing  a 
$3,000  down  payment  as  $300 
down  payment  ...  he  would 
think  that  everybody  in  town 
was  reading  classified  ads.  I’ve 
seen  that  happen  occasionally, 
and  the  phone  might  ring  con¬ 
stantly  for  a  couple  of  days, 
every  caller  disappointed  when 
she  found  the  price  had  been 
printed  wrong.” 

Formula  for  Today 

Here’s  Mr.  Taylor’s  formula 
for  writing  real  estate  copy  for 
today’s  more  competitive  mar¬ 
ket: 

1.  First,  see  the  property, 
write  down  all  the  facts  about 
it. 

2.  Cut  out,  eliminate  the 
unnecessary  items,  the  unes¬ 
sentials.  If  there  is  nothing  im¬ 
portant  about  the  living  room, 
dining  room,  kitchen,  why  men¬ 
tion  them? 


3.  Pick  out  the  most  im. 
portant  item  and  start  witk 
that.  And  that  is  YOUR  job. 
Every  property  is  different 
Each  one  has  a  different  selling 
story. 

4.  Follow  through  with  th* 
other  essentials  in  logical  se¬ 
quence.  Be  careful  how  you 
word  the  ad:  “Home  that’s  dif¬ 
ferent.  Exceptionally  fine  kitch¬ 
en  nook,  looking  out  over  ] 
beautiful  gardens,  bath  and 
toilet.”  Try  “A  kitchen  that 
will  please  the  wife  with  built- 
ins.” 

5.  Wherever  you  can,  turn 
the  facts  into  benefits. 

6.  Make  it  as  easy  as  possi¬ 
ble  for  the  reader  to  contact 
you.  If  you  have  two  telephone 
numbers  that  can  be  called  for 
appointments,  list  them  both. 


Football  Splurge 
In  63  Columns 

Cleveland 
Big-time  Saturday  football 
is  getting  a  play  in  the  Sun¬ 
day  sports  pages  of  the  Cleve¬ 
land  Plain  Dealer.  The  sports 
section  recently  hit  an  all-time 
record  for  size — 63  columns;  22 
of  them  for  pictures. 

For  sequence  shots,  the  news¬ 
paper  bought  a  70-mm.  camera 
which  uses  a  100-foot  film  roll. 
Each  week  the  newspaper 
selects  a  “game  of  the  week." 
Then  it  charters  an  airplane  to 
send  two  photographers  to  the 
game.  They  return  in  time  to 
make  the  all-Ohio  edition. 

George  Peters,  sports  desk 
man,  makes  flight  and  stadium 
arrangements,  edits  the  pic¬ 
tures,  directs  artists  in  diagram¬ 
ming,  heads  the  caption  writers 
and  makes  layouts. 

Ted  Vorpe,  in  charge  of  pho¬ 
tography,  said  the  25  persons 
involved  in  this  new  project  in 
one  way  or  another  also  may 
be  used  for  similar  coverage  of 
games  of  the  Cleveland  Browns, 
professional  football  team. 


UP  Names  Drake 
For  NebraskaJowa 

The  appointment  of  William 
A.  Drake  as  United  Press  busi¬ 
ness  representative  for  Nebras¬ 
ka  and  Iowa  has  been  announced 
by  Bert  Masterson,  central  di¬ 
vision  manager. 

James  R.  Quinn  was  named 
manager  of  the  Omaha  bureau 
to  succeed  Mr.  Drake,  Omaha 
manager  since  August,  1949. 
Mr.  Quinn,  has  been  a  member 
of  the  Omaha  staff  since  1949. 
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Surface  defects  disappear  when  oxvjien  and  acetylene  team  up  to  provide  a 

Smooth,  flawless  skin . .  .  for  steel 


You  KNOW  the  steel  in  your  automobile  and  refrigerator 
is  smooth  an(l  perfect. 

BUT  DID  YOU  KNOW  that  to  get  these  smooth,  flawless 
surfaces  the  steel  had  to  be  ‘conditioned’?  This  means 
removing  the  rough  scale  and  surface  defects  that  form 
on  the  steel  ingots  as  the  molten  metal  cools. 

To  remove  these  defects  by  hand  methods  required 
further  cooling  of  the  steel.  This  was  a  costly  and  time- 
consuming  process  — a  bottleneck  to  steel  production. 

THROUGH  BLAZING  HEAT-Today,  as  steel  travels 
through  the  mill,  it  passes  through  the  6,000-degree 
heat  of  oxy-acetylene  flames.  Then,  while  still  moving 
at  speeds  up  to  160-feet  per  minute,  streams  of  pure 
oxygen  are  directed  against  its  blazing  hot  surfaces. 
The  scaly,  scarred  surfaces  are  instantly  burned  away. 


The  slab  emerges  clean  — ready  to  he  rolled  into  flaw¬ 
less  sheets  for  your  car,  refrigerator,  and  many  other 
useful  products  that  serve  you. 

ANOTHER  JOB  OF  UCC  —  Producing  oxygen  and 
acetylene  for  this  and  many  other  uses  is  one  of  the 
important  jobs  of  the  people  of  Union  Carbide.  It  is 
one  more  way  in  which  they  transform  the  elements  of 
nature  for  the  benefit  of  all. 

FREE:  Learn  how  Alloys,  Carbons,  Gases,  Chemicals, 
and  Plastics  improve  many  things  that  you  use.  Ask  for 
“Products  and  Processes”  booklet  K. 

Union  Carbide 

AjV£>  carbon  corporation 

30  EAST  42ND  STREET  |l|<i<  NEW  YORK  17.  N.Y. 
In  Canada:  UNION  CARBIDE  CANADA  Limited 


NEW  YORK  17.  N.Y. 


— - - - - —  UCCs  Trade-marked  Products  include - 

Linde  Oxygen  Prestone  Anti-Freeze  Union  Carbide  Linde  Silicones  Dynel  Textile  Fibers  National  Carbons 

Prest-O-Lite  Acetylene  Electromet  Alloys  and  Metals  Haynes  STELLITE  Alloys  Pyrofax  Gas  AcHESON  Electrodes 

BakelitE,  ViNYLITE,  and  Krene  Plastics  Eveready  Flashlights  and  Batteries  SYNTHETIC  ORGANIC  CHEMICALS 


(A  UNITED  PRESS  EXTRA) 

EDITOR'S  NOTE) 

A  KEYNOTE  OE  THE  EISENHOWER  ADMINISTRATION  HAS  BEEN  “MORE  DEFENSE 
FOR  LESS  MONEY,*  AFTER  20  MONTHS,  HOW  HAS  THIS  WORKED  OUT?  IS  THE 
TAXPAYER  GETTING  MORE  DEFENSE  FOR  HIS  MONEY?  HOW  ARE  AMERICA'S 
DEFENSES  FARING  UNDER  THESE  ECONOMIES?  HAS  ANY  BRANCH  OF  THE  SERVICE 
SUFFERED  IN  PARTICULAR?  THESE  AND  OTHER  VITAL  QUESTIONS  ARE 
ANSWERED  IN  TWO  DISPATCHES  BY  LYLE  C.  WILSON,  UNITED  PRESS  WASHINGTON 
BUREAU  CHIEF,  HERE  IS  THE  FIRST  DISPATCH, 

-0- 

( DEFENSE) 

BY  LYLE  C,  WILSON 

UNITED  PRESS  STAFF  CORRESPONDENT 
WASHINGTON,  SEPT,  20, —(UP) - -WHEN  THE  MILITARY  BRASS  TALKS  ABOUT 
GETTING  MORE  DEFENSE  FOR  LESS  MONEY,  SOMEONE  AROUND  THE  TABLE  IS 
LIKELY  TO  PHRASE  IT  AS  GETTING  "MORE  BANG  FOR  A  BUCK," 

THE  PENTAGON  IS  TRYING  TO  DO  THAT,  THE  EISENHOWER  ADMINISTRATION 
HAS  PUT  IT  UP  TO  THE  MILITARY  AS  A  •MUST*  ACCOMPLISHMENT,  SECRETARY 
OF  TREASURY  GEORGE  M,  HUMPHREY  REPORTED  ON  THE  BUDGET  OUTLOOK  LAST 
WEEK  AND  PROMISED  NEW  ECONOMIES,  EVEN  IN  THE  FIELD  OF  NATIONAL  DEFENSE 
IF  THAT  BE  NECESSARY,  TO  REDUCE  THE  TREASURY  DEFICIT  BEFORE  NEXT 
JUNE  30. 

HUMPHREY  SAID  MORE  DEFENSE  FOR  LESS  MONEY  ALREADY  WAS  BEING 
ACHIEVED  AND  PLAINLY  INDICATED  MORE  OF  THE  SAME  TO  COME, 

UNITED  PRESS  INQUIRY  AMONG  THE  ARMED  SERVICES  TURNED  UP  CONSIDERABLE 

AGREEMENT  WITH  HUflPHRE''  IT  IS  AC^rED  g' - RALLY,  INSTANCE, 

TW*’-  THE  '^^ALT'  '  AP 


(A  UNITED  PRESS  EXTRA) 

EDITOR'S  NOTE: 

THE  WORLD  HAS  BEEN  LIVING  WITH  THE  POSSIBILITY  OF  ATOMIC  WAR 
SINCE  THE  RUSSIANS  EXPLODED  A  TEST  A-BOMB  IN  THE  FALL  OF  J9A9, 

IT  HAS  BEEN  LIVING  WITH  THE  POSSIBILITY  OF  HYDROGEN  WARFARE  SINCE 
THE  RUSSIANS  TESTED  AN  H-BOMB  IN  THE  SUMMER  OF  1953,  WHAT  DOES 
THIS  MEAN  TO  AMERICANS?  IN  THREE  DISPATCHES,  THE  FIRST  OF  WHICH 
FOLLOWS,  UNITED  PRESS  ATOMIC  EXPERT  JOSEPH  L,  MYLER  DISCUSSES 
<l)  THE  ATOMIC-HYDROGEN  THREAT  TO  THE  UNITED  STATES,  (2)  WHAT  CIVIL 
DEFENSE  OFFICIALS  ARE  DOING  ABOUT  IT,  AND  (3)  WHAT  THESE  OFFICIALS 
FEEL  STILL  HAS  TO  BE  DONE, 

-0- 

( ATOMIC) 

BY  JOSEPH  L,  MYLER 

UNITED  PRESS  STAFF  CORRESPONDENT 
WASHINGTON,  OCT,  6,— tUP>— IT  CAN  HAPPEN  —  A  MASSIVE  ATOMIC 
assault  that  COULD  MORTALLY  WOUND  A  HUNDRED  AMERICAN  CITIES, 

ATOMIC  COMMISSIONER  THOMAS  E,  MURRAY  SAID  RECENTLY  THAT  SCIENTISTS 
NOW  CAN  FIGURE  THE  NUMBER  OF  H-BOMBS  'NEEDED  FOR  TOTAL  WORLD 
CATASTROPHE  ' 

IT  ALSO  is  POSSIBLE  TO  CALCULATE  WHAT  RUSSIA  COULD  DO  TO  THE 
UNITED  STATES  WITH  A  SNEAK  A-BOMB,  H-BOMB  ATTACK,  THE  CALCULATIONS 
HAVE  BEEN  MADE,  THEY  INDICATE: 

SMASHING  BLOWS  AT  .w  -  ATEGTf  *MIUMD 

THE  CHIEF  INf  * 

’•'CULAR 


(A  UNITED  PRESS  EXTRA) 

EDITORS; 

THE  FOLLOWING  IS  THE  f 
DELINQUENCY,  IT  IS  BASED,  IH  . 
LARGER  CITIES.  DISPATCHES  rol 
UP  NEW  YORK 

-0- 

(JUVENILE  CRIME) 

BY  JACK  V.  roi 
NEW  YORK,  SEPT.  29.--(UP)- 

AL0ftc'=n5bM‘=S?rEtT*S?fH 

OUT  A  LEWD  REMARK  AT  A  PASSIIN. 
NOTICE  HE  IS  FORCING  A  PASSERIf 
THE  WORLD  IS  HIS  OYSTER  THM 
AND  ADVENTURE  IS  IN  THE  HIND, 
HIGH  SCHOOL  WINDOWS.  MAYBE  IN  » 
A  REEFER  AND  PICKING  UP  A  GIRL, 

A  LITTLE  LATER  HE  MAY  PASS  » 
THE  RADIO  BLARING  DANCE  MUSIC, 
EVEN  HIS  OWN.  UNLOCKED  CARS  OU 
joyriding  is  good  SPORT. 

IF  HE'S  AN  OLD  HAND  AT  THIS  S 
NOT  ONLY  A  THRILL  BUT  SOME  CASH 
LIGHTED  SUBURBS,  OR  RIFLING  P»l!> 
MAYBE  HE'S  GOT  A  MEAN  STREAI 
THEN  THERE'S  ROLLING  A  DRUNK,  K 
FORCING  A  GIRL  TO  A  LONELY  LOVE# 
AND  IF  HE  IS  IN  SEARCH  OF  THE 
DID  FOR  FOUR  BROOKLYN  YOUTHS  •• 
AND  BEATING  OF  DERELICTS.  OR  W 
KICKED  A  MAN'S  BRAINS^OUT  BECAII3! 
-.^S  'JUVF'  •  E  DELI 
"■  AN" 
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(A  UNITED  PRESS  EXTRA) 

(VERA-ELLEN) 

BY  aline  MOSBY 

UNITED  PRESS  STAFF  CORRESPONDENT 
HOLLYWOOD,  OCT,  11.— (UP)— VERA-ELLEN,  THE  THINNEST  GIRL  IN  THE 
MOVIES.  DEFENDED  THE  LESS-PADDED  GIRLS  TODAY  --  'THEY  LOOK  HUNGRY, 
INTERESTING  AND  MORE  INTELLIGENT,* 

THE  TINY  BLONDE  DANCER  IS  SO  SLENDER  SHE  PRACTICALLY  ISN'T  THERE. 
TWO  YEARS  AGO  SHE  WHITTLED  HERSELF  DOWN  TO  90  POUNDS  UNTIL  THE  ENTIRE 
MOVIE  INDUSTRY  LAUNCHED  A  S AVE-VERA-ELLEN  CAMPAIGN, 

SHE  FINALLY  HAS  PUT  ON  A  FEW  POUNDS  AND  SAYS,  "I'M  99ISH,*  BUT 
SHE  STILL  BOASTS  THE  SKINNIEST-YET-PRETTY  SHAPE  IN  FILMVILLE, 

•"HFRYBO'^Y  WAS  SO  WORRIED  WHFN  I  WEIGHED  90.  TWY  THOUGHT  I  WAS 
'•*'  EVER  FF’^^- BETTER t*  "-‘SAID.  'BUT  I  mk  ME"  "y^.a. 

"WEI'  '.SO*  "" 


(A  UNITED  PRESS  EXTRA) 

(RICHEST  MAN) 

BY  ROBERT  ZIMMERMAN 

NEW  YORK,  AUG.  A,  — (UP)— A  f 
WHO  LIVES  IN  AN  OVERSIZED  REPLI 
MILL  IN  TEXAS  HAS  BECOME  —  AS 
MAN  IN  THE  WORLD.* 

HE  IS  RICHER  THAN  THE  FABULOfl 
WAS  RANKED  AS  THE  WEALTHIEST  MAl  l 
HE  IS  RICHER  THAN  THE  AGA  KHA 
WHOSE  FOLLOWERS  HAVE  GIVEN  HIM  111 
BIRTHDAY  PRESENT, 

HE  HAS  A  BIGGER  BANKROLL  THM 
JOHN  D.  ROCKEFELLER  OR  ANY  OTHEI 
VANDERBILT  OR  ASTOR,  MELLON  OR  JW. 
HIS  NAME  IS  HAROLDSON  LAFAYETTI 
FORTY  YEARS  AGO  HE  WAS  KICKIW 
LUMBERJACK.  TODAY  HE  HAS  A  PERS 
YELLS  AND  FUTURE  OIL  WELLS  THAR 
nv  Mn<;r  XPTJMATEF  --  WV’rH  C 


(A  UNITED  PRESS  EXTRA) 

(MAMBO) 

BY  H.  D.  QUIGG 

UNITED  PRESS  STAFF  CORRESPONDENT 
NEW  YORK,  AUG.  I 1. --(UP) --WHAT  THE  HECK  IS  A  MAMBO? 

WE'LL  PROBABLY  NEVER  KNOW.  EXACTLY  --  ALTHOUGH  IT  SEEMS  TO  BE  ALL 
AROUND  US,  LIKE  THE  AIR.  OR  CHLOROPHYLL,  OR  ARTHUR  GODFREY. 

DAMASO  PEREZ  PRADO  DOESN'T  SEEM  TO  KNOW,  AND  HE'S  THE  MAN  WHO 
CLAIMS  TO  HAVE  INVENTED  THE  THING. 

*YANKS  DIG  THAT  MAMBO  BEAT,*  SAID  A  HEADLINE  ACROSS  THE  FRONT  PAGE 
OF  THE  SHOW  BUSINESS  PAPER  VARIETY  RECENTLY.  AND  A  SMALLER  HEADLINE 
SAID:  'PUERTO  RICO  TERP  TEMPO  SPREADING.* 

PEREZ  ^’N'T  A  PUKRTO  R^|AN.  HJ'S  A  CUBAN  •'”?  T"*  ' 


JISIES  Of  THREE  ON  JUVENILE 

liuRVEY  or  10  or  the  nation’s 

M  FRIDAY  PIS  WILL  FOLLOW. 


tu  correspondent 

ITrih  tine  and  again. 

rir  ON  BEER.  HE’S  SWAGGERING 

Ml  or  HIS  BUDDIES.  CALLING 

l«rately  pretending  not  to 
rSlO  THE  GUTTER. 

RfltE  BEER  IS  EASY  TO  CONE  BY 
r»ILL  CONE  IN  SMASHING  THE 
t  riCHT.  PERHAPS  IN  TRYING 

»  CONVERTIBLE,  THE  TOP  DOWN, 
rut  CAR  IS  HIS  DAD’S,  MAYBE 

dahce  hall  are  fair  game  and 

THING,  THE  NIGHT  MAY  PRODUCE 

H »  burglary  in  the  dimly 

s. 

m  A  GANG  TO  GIVE  HIM  COURAGE, 
BA  A  LIQUOR  STORE  WITH  A  CUN, 

I. 

»»C  THRILL  IT  CAN  COME  --  AS  IT 
Dtl,  THE  MOTIVELESS  TORTURE 
5  TRE  ‘STOMP  KILLER"  WHO 
■THUHMIMC  A  SANG. 


(A  UNITED  PRESS  EXTRA) 

EDITOR’S  NOTEi 

COMMUNISM  IS  STILL  A  DEFINITE  INTERNAL  THREAT  IN  WESTERN  EUROPE. 
PARTY  MEMBERSHIP  HAS  DROPPED  GENERALLY.  BUT  THE  HARD  CORE  IS  STILL 
THERE  AMD  RECENT  EVENTS,  PARTICULARLY  THE  DEFEAT  OF  EDC,  HAVE  BEEN  RED 
SUCCESSES.  A  SURVEY  OF  THE  COMMUNIST  SITUATION  THIS  SIDE  OF  THE  IRON 
CURTAIN  IN  EUROPE  IS  PRESENTED  IN  THE  FOLLOWING  DISPATCH,  THE  FIRST 
OF  TWO. 


(COMMUNISM) 

BY  GENE  PATTERSON 

UNITED  PRESS  STAFF  CORRESPONDENT 

LONDON,  SEPT.  23.--(UP)— COMMUNISTS  IN  FREE  EUROPE  ARE  LOSING  IN 
PARTY  MEMBERSHIP.  BUT  DON’T  UNDERESTIMATE  THEMI 
WHEN  YOU  THINK  THAT) 

ALMOST  ONE  OF  EVERY  FOUR  ADULTS  IN  FRANCE  VOTED  COMMUNIST  LAST  TIME, 
MOW  WOULD  THEY  RESPOND  TO  A  FIGHT-RUSSIA  ORDER? 

THE  REDS  JUST  NAILED  THE  COFFIN  LID  ON  THE  EUROPEAN  ARMY. 

ITALY’S  COMMUNIST  PARTY  MEMBERSHIP  IS  CROWING. 

COMMUNISTS  HAVE  JUST  JOINED  THE  SOCIALIST  TRADE  UNIONS  OF  GREAT 
BRITAIN  IN  A  VOTE  AGAINST  REARMING  GERMANY. 

THEN  YOU  REALIZE  THEY  ARE  FAR  FROM  LICKED  AS  A  FACTOR  IN  EUROPE’S 
POLICIAL  HMTURF. 

ONE.-  ‘'HECT  I«  '*  - 


day  after  day. . . 

Top  Exclusives  by  Top  Byliners 


STAFF  CORRESPONDENT 
HI  WITH  A  CHERUBIC  SMILE 
WHMON  ON  THE  TOP  OF  A 
■  CAN  TELL  --  THE  "RICHEST 


IF  RYBERABAD,  who  for  30  YEARS 


.  ^  MOSLEM  SPIRITUAL  LEADER 
R  SI  COLD  AND  DIAMONDS  AS  A 

^HT  OF  HENRY  FORD  OR 
HTH  THE  MAGIC  NAME  OF 


. . . Tn  WEST  AS  A  RANCH  HAND  AND 

PERSagtnST  IN  MORE  0":??'=^ 

HAN  man  ALI'T.j 

»  CO«P^  ^\  A  HU 


Early  this  year  we  blazed  a  new  news  trzul.  To  our  already  (x>inplete  world  news  report 
we  added  a  big  bonus  of  exclusive  dispatches.  We  called  tlMim  United  Press  Extras. 

And  we  made  sure  they  lived  up  to  their  name — extras  of  the  highest  quality,  different 
and  distinctive. 

To  plan  and  handle  them  we  appointed  one  of  our  most  experienced  and  enterprising 
editors.  Jack  V.  Fox — for  14  years  a  U.P.  reporter  and  deskman,  former  London  bureau 
manager  and  New  York  night  bureau  manager. 

To  write  the  United  Press  Extras  we  assigned  some  of  our  ablest  byliners,  like  those 
represented  on  these  pages,  and  such  others  as  Charles  M.  McCann,  Merriman  Smith, 
Harman  Nichols,  Delos  Smith,  Jack  Gaver. 

Under  Fox’s  direction  United  Press  Extras  have  been  flowing  regularly,  day  after  day, 
at  the  rate  of  40  a  week,  to  client  newspapers  the  world  over. 

As  the  samples  here  suggest,  they  cover  whatever  and  whoever  are  most  important  and 
most  interesting  in  the  news  today — analyzing,  interpreting,  revealing,  illuminating, 
entertaining. 

The  play  U.P.  Extras  are  winning — on  front  pages  and  in  other  prominent  positions — is 
evidence  of  the  new  and  refreshing  note  they  strike.  They  exemplify  U.P.’s  dynamic 
program  of  seeing  ahead,  planning  ahead,  keeping  ahead. 


United  Press 

THE  WORLD'S  BEST  COVERAGE  OF  THE  WORLD'S  BIGGEST  NEWS 


advertising  dollars  return 


big  sales  dollars  . . . 


BIUION  DOLLAR  SPOKANE  MARKET 


It^s  one  of  the  three 
Must  Markets  in  the 
Pacific  Northwest 

Yes,  advertising  dollars  return  RIG  SALES  DOLLARS  when  you 
really  sell  the  billion  dollar  Spokane  Market!  And  for  good  reason.  With 
more  people  than  live  in  any  U.  S.  city,  except  the  five  largest  .  .  .  with 
net  spendable  income  over  a  billion  and  a  half . . .  and  with  retail  spending 
well  over  a  billion— it’s  one  of  the  nation’s  top  consumer  markets,  a  best 
seller  .  .  .  and  definitely  a  must  for  a  full  Pacific  Northwest  sales  ()uota. 

For  the  billion  dollar  Spokane  Market  is  the  vital  heart  of  the  Pacific 
Northwest.  An  area  as  large  as  New  England,  but  virtually  isolated  by 
giant  mountain  ranges  on  all  four  sides  . . .  300  miles  or  more  away  from 
coast  cities.  A  distinctly  separate  and  unified  trade  area  .  .  .  too  distant 
and  traditionally  independent  to  be  affected  by  outside  sales  efforts. 
Small  wonder  Spokane  is  considered  America’s  No.  1  Test  Market. 

Your  advertising  dollars  can  really  go  to  work  for  you  in  this  important 
sales-producing  region.  Economically,  too.  As  one  space  buy  sells 
throughout.  Two  great  newspapers— The  Spokesman-Review  and  the 
Spokane  Daily  Chronicle— accepted  as  home-town  dailies  in  over  500 
Inland  Empire  cities  and  towns,  deliver  the  coverage  (89%  of  it  to  the 
door  step!)  and  pack  the  consumer  influence  it  takes  to  move  masses— 
buyers  and  merchandise. 

Don’t  miss  out  on  the  Spokane  Market’s  big  pay-off— More  Sales 
Dollars  per  advertising  dollar!  Sell  the  billion  dollar  Spokane  Market 
with  the  two  great  newspapers  residents  have  read  and  bought  from  since 
pioneer  days  .  .  . 


Accepted  as 

Home-Town  Newspapers 
the  Length  and  Breadth 
of  the  Inland  Empire 


Combined  Daily  Circulation  Over  160/000—81.84%  UN>Duplicated 


SPOKESMAN-REVIEW.  Comic  SectionA:  Metiopoliton  Croup. 
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books  in  review 

This  I  Remember, 

By  Grove  Patterson 

By  Prof.  Bosfoe  Ellard 

But  there’s  an  old,  elemen- 
I  LIKE  PEOPLE,  Autobuyraphy  tarv  principle  of  interviewing, 

of  Grove  Patterson,  Editor-in-Chief  of  ,  ,  .  .  .  . 

the  Toledo  Blade.  New  York:  Random  don  t  asK  yOUr  biggest  and 
House,  Inc,  300  pp.  33.60.  damdest  question  till  the  last. 

-  So  finally  Mr.  Patterson  blurted 
Grove  Patterson  went  to  in-  it  out:  What  did  Mussolini 
terview  Mussolini.  But  it  was  think  of  the  French  Plan  for 
Mussolini,  Mr.  Patterson  re-  preserving  peace  in  Europe? 
calls,  who  interviewed  him.  It  Instantly,  II  Duce  snapped 
was  in  1932  just  after  the  so-  to  attention,  and  exclaimed: 
called  disarmament  conference  “Ze  French  Plan — it  ees  reedi- 
at  Geneva.  The  $64-question  culous!” 

was  Italy’s  attitude  toward  So  there  Mr.  Patterson  had 
Andre  Tardieu’s  “French  Plan”  it — the  answer  on  which  the 
— about  the  only  thing  besides  peace  of  the  western  world  ap- 
double-talk  that  emerged  from  peared  to  hang.  Except,  as 
the  debris  of  that  diplomatic  the  author  explains  in  this  mel- 
conversation  piece.  low  book  of  easy  style 

Ironically  suggestive  of  and  rich  newspapering  recol- 
France’s  recent  rejection  of  the  lection,  he  didn’t  have  it.  Either 
EDC,  M.  Tardieu’s  proposal  22  a  cautious  Mussolini  or  a  cau- 
years  ago  held  practical  possi-  tious  publicity  director  for  the 
bilities  for  preserving  a  long-  Italian  Foreign  Ministry  had 
time  peace  in  the  western  exacted  the  old,  old,  and  sadly 
world.  It  included  an  interna-  current  promise:  “off  the  ree- 
tional  army.  It  hung  fire  be-  ord,  neither  to  he  printed  nor 
cause  II  Duce  in  contemptuous  repeated.’’ 
aloofness  neither  accepted  nor  *  •  * 

rejected  the  idea.  So  Mr.  Pat-  This  book  is  as  charming  as 
terson  went  to  ask  him.  The  Grove  Patterson  has  always 
question  by  that  time  was  found  life — as  charming  as  Mr. 
worth  $128  on  any  quiz  show.  Patterson  has  long  been  to 
A  lot  of  other  correspond-  audiences  here  and  abroad  who 
ents  wanted  the  answer,  too.  have  heard  him  speak,  to  news- 
For  as  the  almost  legendary  paper  men  with  him  on  the 
reporter,  Robert  J.  Casey  of  papers  he  directed,  and  to  his 
the  Chicago  Daily  News,  used  larger-than-usual  roster  of 
to  say,  “If  you  want  an  im-  friends  most  men  in  this  life 
portant  answer,  go  clear  to  the  can  muster.  Charming  for  the 
top.  You  may  get  the  gate,  but  reasons  implicit  in  his  book.  A 
oftener  than  not  you’ll  get  the  man  who  writes  an  autobio¬ 
news  ahead  of  your  competitor.”  graphy  and  tells  little  about 
The  trouble  in  Rome  was  that  himself  and  a  great  deal  about 
Mussolini  wouldn’t  see  report-  persons  he  has  met  and  news 
ers.  But  Grove  Patterson  was  he  has  taken  part  in  is  pretty 
an  editor,  and  he  told  one  of  sure  to  reveal  a  fascinating 
those  pale  ones  that  now  and  attitude  toward  both  life  and 
then  become  “musts”  in  the  journalism  and  to  reveal  much 
news-getting  business:  about  himself  and  his  newspa- 

“We  have  a  large  and  im-  pering,  the  pleasant  way. 
portant  Italian  population  in  The  book  jacket  says  that  “I 
Toledo,”  he  explained,  “and  Like  People”  provides  “solid 
I’ve  been  commissioned  to  car-  background  for  anyone  interest- 
ry  their  greetings  to  the  Chief  ed  in  journalism.”  It  probably 
of  the  Italian  Government.”  does.  Yet  parts  of  it  better  not 
The  first  question  Mussolini  be  taken  literally  by  beginners, 
asked  in  interviewing  Mr.  Pat-  Mr.  Patterson’s  disinterest  in 
terson,  the  interviewer,  was  newsworthy  fires,  for  instance, 
about  that  large  segment  of  Once  after  a  particularly  warm 
Toledo  inhabited  by  worshipers  Gridiron  dinner  in  Washing- 
of  the  Duce.  Mr.  Patterson  ton,  the  Willard  Hotel,  where 
shined  up  the  myth  as  well  as  the  Pattersons  were  sleeping, 
he  could,  and  fortunately  the  was  discovered  to  be  ablaze, 
then-current  Caesar,  who  had  But  it  was  5  o’clock  in  the 
been  a  newspaperman  himself  morning.  Mr.  Patterson  likes 
once,  turned  to  queries  about  to  sleep  later  than  that.  And 
American  newspaper  methods,  he  did.  Vice  President  Coolidge 
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and  most  of  the  guests  had 
rushed  into  the  street  when,  as 
Mr.  Patterson  recalls  it,  his 
wife  managed  to  extract  him 
from  the  bed. 

He  arose  leisurely,  changed 
the  buttons  from  his  dress  shirt 
of  the  night  before,  put  on 
“more  suitable  raiment  for  the 
street,”  and  strolled  to  the  Ho¬ 
tel  Raleigh.  There  he  returned 
immediately  to  bed  and  got  his 
sleep  out.  Firemen  and  report¬ 
ers  up  the  street  struggled 
meanwhile  with  the  Willard 
fire.  Lincoln  once  had  slept 
there. 

*  «  « 

Matter  of  fact,  Mr.  Patter¬ 
son  explains  delightfully  that 
this  inviolability  of  his  bed  be¬ 
came  a  condition  of  his  stay¬ 
ing  on  as  editor-in-chief  of  the 
Toledo  Blade  when  Paul  Block 
bought  the  paper.  Mr.  Block 
asked  him  to  remain,  but  Mr. 
Patterson  warned  the  new 
owner  that  all  his  life  he  had 
detested  time-clocks  and  kept 
wholly  irregular  hours.  His  life 
in  Toledo  would  be  devoted  to 
the  Blade,  but  as  to  just  when 
he  would  be  in  the  office  or 
where  else  he  might  be,  he 
couldn’t  say.  He  told  Mr.  Block 
— the  owner — that  when  he,  Mr. 
Patterson,  went  to  bed  at  night. 


he  was  never  definite  about 
when  he  was  going  to  get  up. 

“That’s  all  right,”  Mr.  Block 
replied.  “When  and  if  you  wake 
up,  you  might  telephone  the 
office,  see  what’s  doing,  and 
then  go  back  to  bed.” 

But  then  an  editor  whom  sev¬ 
eral  owners  tried  to  buy  away, 
and  who  with  all  that  title  man¬ 
aged  himself  to  write  200,000 
words  a  year  for  his  paper,  is 
entitled  to  discreet  vagaries  in 
his  time  schedule. 

Anyhow  his  telling  about  it 
— and  about  his  meetings  with 
Beaverbrook,  MacArthur, 
Churchhill,  Communist  Radek 
et  al — in  his  Autobiography 
about  other  people,  makes  fine 
reading  about  50  years  of  im¬ 
portant  newspaper  work. 

• 

At  Century  Mark 

Sullivan,  Ind. 

The  Sullivan  Democrat,  which 
is  published  with  the  SulHvan 
Times,  passed  its  century  mark 
of  continuous  publication  on 
Oct.  21.  A  special  edition  fea¬ 
turing  civil  war  material  car¬ 
ried  in  its  early-day  issues  no¬ 
ted  the  anniversary.  The  paper 
has  been  under  the  ownership 
and  editorship  of  only  two  fam¬ 
ilies  during  100  years. 


S!anViego  BIGGER 


■  >■' 


1  ' 


TOTAL  MANUFACTURING 


Youngstown,  Ohio 
Schonoctady,  N.  Y. 
Portland,  Oro. 
Momphis,  Tonn. 
Rockford,  III.  • 
Denvor,  Colo.  • 
Tulso,  Okla.  • 


.  $332,000,000 
.  232,000,000 
.  339,000,000 
.  323,000,000 
•  302,000,000 
.  262 ,000,000 
.  280,000,000 


tut  Mosr  \ 
wtoitt»t  (omii 
IN  FNI  «.  S.  4 


SAN  DIEGO 


CAIIFORNIA 


« 346,000,000 


Your  b«)t  advertising  buy  in  the  Son 
Diego  Union  ond  Evening  Tribune  * 
covering  over  90%  of  the  billion  dollor 
Son  Diego  morket  doily. 
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SELL  YOUR  MEDIUM 

A.  G.  ENSRUD,  newspaper  space  buyer 
for  J.  Walter  Thompson  Co.,  told  a 
mid-west  advertising  /audience  that  news¬ 
papers  could  do  a  better  selling  job. 

“It  is  a  rather  prudent  rule  to  do  the 
best  job  possible  in  selling  your  own  me¬ 
dium,”  he  said.  “If  such  a  job  is  done  con¬ 
sistently  and  thoroughly,  much  of  the 
importance  of  the  TV  competition  will 
disappear.  The  buyer  will  judge  the  ade¬ 
quacy  or  importance  of  claims.  If,  las 
many  state,  TV  has  out-promoted  news¬ 
papers,  then  one  of  the  important  an¬ 
swers  is  to  meet  the  situation  with  bet¬ 
ter  newspaper  promotion.  If  glamour  is 
the  magic  of  TV  selling,  why  not  apply 
some  of  it  to  newspapers?” 

That’s  sound  advice  that  is  likely  to 
fall  on  many  deaf  ears. 

The  historical  record  of  individual 
newspaper  promotion  seems  to  indicate 
that  many  newspapers  do  not  believe 
what  they  preach  to  their  customers,  to 
wit:  They  are  the  first  to  cut  their  pro¬ 
motion  budgets  when  business  gets  bad, 
inste,ad  of  using  more  of  it;  and  they 
under-promote  themselves  even  in  good 
times. 

In  recent  years,  the  Bureau  of  Adver¬ 
tising  and  the  newspaper  representative 
organizations  have  done  yeoman  service 
in  promoting  newspapers  as  a  medium. 
But  too  many  newspapers  have  been 
•satisfied  that  their  expenditures  through 
these  organizations  are  all  that  was  nec¬ 
essary.  They  have  indulged  in  little  if 
any  promotion  of  their  individual  news¬ 
papers  or  markets  believing  that  the  job 
was  being  done  on  grand  scale  for 
them  in  New  York  or  Chicago. 

There  are  in  excess  of  400  members  of 
the  National  Newspaper  Promotion  Asso¬ 
ciation.  But  only  about  125  of  them 
thought  about  their  output  highly  enough 
to  enter  it  in  E  &  P’s  annual  contest 
conducted  for  them. 

There  are  742  newspapers  in  cities  of 
more  than  50,000  population.  There  lare 
only  353  newspapers  that  have  done  any 
promotion  of  their  markets  in  trade  pa¬ 
pers  so  far  this  year,  and  many  of  those 
are  one-time  shots. 

There  are  85  newspispers  in  cities  of 
over  100,000  population  that  do  no 
scheduled  promotion  of  their  markets, 
or  their  newspapers,  in  the  trade  press. 

All  newspaper  promotion  adds  to  the 
sum  total  of  selling  the  newspaper 
medium  per  se.  It  is  a  job  that  cannot 
be  relaxed  at  any  time  in  this  competi¬ 
tive  period. 

ALL  THE  NEWS 

THE  radio  and  television  industries  have 
made  large  claims  not  only  about  the 
number  of  people  who  listen  to  news 
broadcasts,  but  about  what  they  assert 
is  the  vast  number  of  people  who  obtain 


Wherefore  I  desire  that  ye  faint  not  at  my 
tribulations  for  you,  which  is  your  glory. 
— Ephesians,  til;  13. 


their  news  from  broadcasts  rather  than 
newspapers.  The  proponents  of  this  ar¬ 
gument  have  never  acknowledged  how 
sketchy  broadcast  news  must  be  because 
of  the  limitations  of  the  media. 

A  broadcaster  in  Albany,  N.  Y.  has 
finally  conceded  that  if  his  station  were 
to  give  listeners  all  the  news  it  would  re¬ 
quire  the  services  of  12  announcers  and 
would  take  up  all  the  station’s  air  time. 

It’s  as  we’ve  always  said:  54,000,000 
million  newspaper  readers  every  day  can’t 
be  wrong. 


COLOR  ADS 

ALERT  newspapers  are  making  plans  to 

offer  ROP  color  to  advertisers  in  the 
near  future,  if  they  do  not  already  offer 
it.  Already  560  daily  newspapers  accept 
color  advertising. 

Some  national  advertisers  have  indica¬ 
ted  their  desire  to  use  multiple  color  cam¬ 
paigns  but  hesitate  to  do  so  because  it  is 
not  available  in  some  key  markets.  How¬ 
ever,  one  color  and  black  is  available  in 
almost  70%  of  U.  S.  daily  circulation. 

Eagerness  of  advertisers  to  use  this 
powerful  sales  weapon  is  indicated  in 
linage  figures.  Whereas  total  newspaper 
advertising  linage  was  down  2.8%  for  the 
fir.st  five  months  of  this  year,  ROP  color 
linage  was  up  16%. 

Witness  these  three  examples  of  selling 
power  through  newspaper  color: 

A  San  Diego  firm  sold  187  houses  for 
a  total  of  $2,250,000  after  running  a  color 
double-truck  in  the  Union  and  Tribune. 

An  eight-page  section  in  color  in  the 
Miami  New.'t  helped  to  sell  442  houses  in 
12  hours  in  a  suburban  development. 

A  double-truck  four-color  ad  in  the 
Wanhington  Post  and  Times-Herald  helped 
to  sell  78  houses  for  $1,404,000.  Cost  of 
ad:  $3,700. 

These  are  only  a  few  examples  of  what 
newspaper  color  can  do.  Its  success  stories 
are  even  more  numerous  in  selling  less 
expensive  merchandise.  ROP  color  is 
growing  fast,  both  locally  and  nationally. 
Those  newspapers  not  equipped  to  handle 
it  now  should  examine  the  evidence  and 
realize  they  are  missing  additional  linage, 
revenue,  and  prestige. 


METROPOLITAN  AREA 

MUCH  heat  has  been  generated  within 
the  Audit  Bureau  of  Circulations  as  the 
result  of  advertising  agencies’  request  a 
year  ago  for  tabulation  of  the  Metropoli¬ 
tan  Area  circulation  figures  in  the  ABC 
reports.  Judging  from  the  size  of  the  news¬ 
paper  division  vote  at  the  ABC  meeting 
last  week,  newspapers  are  almost  unani¬ 
mous  in  their  opposition  to  the  suggestion. 
It  is  proper,  therefore,  that  the  proposi¬ 
tion  be  given  much  more  study. 

It  might  appear  that  newspapers  are 
being  unnecessarily  stubborn  in  their 
attitude  in  view  of  the  fact  that  any  agen¬ 
cy  or  advertiser  can  tabulate  the  metro¬ 
politan  area  circulation  from  county  in¬ 
formation  already  supplied  in  the  audit  re¬ 
port.  Agency  representatives  give  this  im¬ 
pression  when  they  claim  that  all  they 
want  to  do  is  save  the  time  and  expense 
of  their  own  tabulations  and  make  the 
ABC  report  more  useful  to  them.  The  in¬ 
formation  is  already  there;  the  agencies 
already  use  it;  why  not  present  it  in  more 
usable  form? 

Newspapers  are  not  opposed  to  any  de¬ 
vice  which  would  make  the  ABC  report 
more  useful  to  agencies  in  evaluating  a 
newspaper  market  and  how  well  the  paper 
covers  that  market.  In  this  instance,  how¬ 
ever,  they  resent  the  agencies’  new  defini¬ 
tion  of  a  “market”  and  their  reasons  for 
the  change. 

For  almost  40  years  newspapers  have 
spent  time  and  money  promoting  retail 
trading  zones  as  their  markets,  as  defined 
in  the  ABC  report.  These  zones  were  not 
limited  by  county  lines  and  there  was  no 
argument  from  agencies  that  they  could  be 
or  should  be.  Now,  the  agencies  claim  the 
only  common  denominator  for  market  in¬ 
formation  is  the  county  division  data  pro¬ 
vided  by  the  Census  Bureau. 

Application  of  county  lines,  either  in  or 
out  of  172  Metropolitan  Areas,  to  new^ 
paper  circulation  figures  for  comparison 
with  other  media  or  with  sales  or  popula¬ 
tion  figures  would  be  completely  unreal¬ 
istic.  All  an  agency  man  has  to  do  to  see 
what  we  mean  is  glance  at  the  state  maps 
in  the  Editor  &  Publisher  Market  Guide 
which  outline  Metropolitan  Areas.  County 
lines  are  drawn  without  rhyme  or  reason. 
In  some  cases,  a  newspaper  located  on  the 
edge  of  a  county  might  have  more  cir¬ 
culation  in  an  adjoining  county  than  in 
its  own.  Many  counties  have  more  than 
one  large  newspaper  city  where  compari¬ 
son  of  either  newspaper  to  complete  coun¬ 
ty  data  would  be  unjust. 

Newspapers  are  the  only  strictly  local 
media.  Perhaps  they  haven’t  done  a  good 
enough  job  of  convincing  the  agencies 
that  each  market  is  different  and  cannot 
be  judged  by  a  common  denominator, 
newspapers  go  across  state  and  county 
lines  to  cover  a  market,  and  all  business 
is  local. 
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PERSONAL 

MENTION 

Krishnamachari  Balaraman, 
correspondent  for  the  Hindu  of 
Madras,  India,  has  been  elected 
president  of  the  Foreign  Press 
Association  in  New  York. 

♦  «  « 

David  R.  Daniel,  publisher, 
Hartford  (Conn.)  Timeit,  and 
Bice  Clemow,  president-pub¬ 
lisher,  West  Hartford  (Conn.) 
News,  have  been  elected  direc¬ 
tors  of  the  American  School  for 
the  Deaf,  West  Hartford. 

«  «  * 

Marion  Sheen,  who  has  been 
general  executive  the  Associ¬ 
ated  Press  with  headquarters 
in  Chicago  since  1949,  is  mov¬ 
ing  to  the  Southern  territory 
to  replace  Robert  Bunnelle, 
now  publisher  of  Asheville 
(N.C.)  Citizen  and  Times. 

*  *  * 

R.  S.  Manning  of  West-Hol- 
liday  Co.  is  the  newly  elected 
president  of  Los  Angeles  Chap¬ 
ter,  American  Association  of 
Newspaper  Representatives.  He 
succeeds  W.  R.  Mayer  of 
Hearst  Advertising  Service. 
(Misprint  in  Oct.  23  issue,  page 
18,  had  Mr.  Mayer  elected.) 

*  *  * 

Rudolph  E.  Lent,  who  re¬ 
tired  in  1953  as  business  man¬ 
ager  of  Jersey  City  (N.J.)  Jer¬ 
sey  Journal  and  has  since  been 
president  of  a  savings  and  loan 
bank,  was  given  an  honorary 

life  membership  in  the  New 

Jersey  Press  Association  last 
week  in  recognition  of  his  early 
efforts  in  establishing  the 
school  of  journalism  at  Rutgers 
University. 


On  the  Business  Side 


Roy  Weber,  formerly  with 
Cecil  &  Presbrey  advertising 
agency,  has  accepted  a  position 
as  promotion  manager  of  Amer¬ 
ican  Weekly. 

*  «  « 

Robert  B.  Rose  who  recently 
worked  with  Kelly-Smith  Co., 
newspaper  representatives,  has 
joined  the  Army  Times  Pub¬ 
lishing  Co.,  Washington,  1).  C. 
with  offices  in  New  York. 

«  «  « 

Albert  (Al)  Knappe,  for¬ 
merly  with  Brooklyn  Eagle,  Al¬ 
bany  (Ore.)  Democrat-Herald, 
and  Scripps  League  of  News¬ 
papers,  has  become  general 
auditor  for  Bellflower  (Calif.) 
Herald-Enterprise, 


PiiELFHS  Dewey  has  been 
named  promotion  manager  of 
San  Francisco  Chronicle  suc¬ 
ceeding  Gordon 
Pates,  former 
promotion  and 
research  direc¬ 
tor  who  was  re¬ 
cently  appoint¬ 
ed  managing 
editor.  Mr. 
Dewey  joined 
the  Chronicle 
after  serving  as 
editor  and  pub¬ 
lisher  of  Espan- 
ola  (N.M.)  Valley  News.  Be¬ 
fore  taking  hold  of  the  Valley 
News  he  served  as  an  adver¬ 
tising  salesman  for  Fort  Col¬ 
lins  (Colo.)  Coloradoan. 

«  *  * 

E.  L.  (Lou)  Neff,  advertis¬ 
ing  director  of  Advertising 
Agency  .Magazine,  American 
Printer,  and  American  Per¬ 
fumer,  three  publications  of  the 
Moore  Publishing  Co.,  has  been 
named  a  vicepresident  of  that 
company.  Associated  with  the 
Moore  Co.  since  1945,  Mr.  Neff 
previously  was  with  several 
Scripps-Howard  newspapers; 
McKee,  Albright  &  Ivey,  adver¬ 
tising  agency;  and  Kelley- 
Smith  Co.,  newsi)aper  represen¬ 
tatives. 

*  «  * 

Roger  Walker,  who  wa.s  with 
the  display  staff  of  Montgomery 
(Ala.)  Advertiser,  has  been 

named  advertising  manager  of 
.Montgomery  Daily  Examiner. 

He  succeeds  BUD  SICOTT  who  re¬ 
signed  to  accept  a  position  with 
station  WBAM,  Montgomery. 

*  *  * 

Rod.ney  Brothers  has  been 
named  circulation  manager  of 
San  Antonio  (Tex.)  Express 
and  News.  Mr.  Brothers  joined 
the  circulation  department  of 
the  San  Antonio  newspapers 
two  years  ago  after  sei’ving  as 
circulation  manager  of  Rich¬ 
mond  (Calif.)  Independent. 


Dewey 


In  the  Editorial  Ruoiii» 


Horace  1).  McCoy  has  been 
appointed  United  Press  news- 
pictures  manager  in  St.  Louis 
replacing  JoH.v  Stipe  who  I’e- 
signed  to  join  the  editorial  staff 
of  the  Post-IHsputch. 

«  *  « 

Manuel  Randolph  (Randy) 
Morris,  veteran  Latin  Ameri¬ 
ca  correspondent  who  was  chief 
of  International  New.s  Service’s 
Mexico  City  bureau  and  past 
president  of  the  Foreign  Cor¬ 
respondent’s  Association  there, 
has  become  news  editor  of 


Helen  (N.M.)  News  Bulletin 
succeeding  George  H.  Pittman 
III  who  resigned  to  accept  a 
similar  position  with  the  week¬ 
ly  Orland  (Calif.)  Unit. 

«  «  « 

Gibson  Prather,  city  editor 
of  Staunton  (Va.)  News-Lea¬ 
der,  has  resigned  to  become 
managing  editor  of  Jackson¬ 
ville  (N.C.)  Daily  News. 

*  *  * 

John  Wicklein,  formerly 
with  Newark  (N.J)  Evening 
News,  has  joined  the  New  York 
Times  as  a  copy  editor. 

«  *  « 

Dean  Wilde,  managing  edi¬ 
tor  of  St.  Joseph  (Mo.)  Gazette 
since  1928,  has  retired  and 
plans  to  move  to  Florida.  Mr. 
Wilde,  before  coming  to  the  Ga¬ 
zette,  served  as  ME  for  the 
Sioux  City  (Iowa)  Tribune 
and  Sunday  editor  of  Des 
.Moines  (Iowa)  Register. 

•  *  « 

Robert  Agee  has  joined  the 
staff  of  Omaha  (Neb.)  World- 
Herald’s  Sunday  magazine.  He 
comes  from  Denison,  Iowa 
where  he  was  news  editor  of 
the  Bulletin  and  Review. 

*  *  * 

Max  Moseley,  sports  editor 
of  Montgomery  (Ala.)  Adver¬ 
tiser,  is  the  new  president  of 
the  South  Atlantic  Baseball 
Writers  Association. 

*  *  * 

Norris  Anderson,  former 
Marine  Combat  Correspondent 
and  recent  sports  editor  of  Lin¬ 
coln  (Neb.)  Star,  has  joined 
the  sports  staff  of  Miami  Daily 
News. 


Durwood  McAllister  has 
been  named  assistant  Sunday 
editor  in  charge  of  women’s 
features  on  the  Atlanta  Jour¬ 
nal,  moving  over  from  the  copy 
desk.  He  succeeds  Ray  Shock- 
ley  who  has  been  named  an 
editorial  assistant  to  Journal 
Editor  James  Saxon  Childers. 

*  «  * 

DljCX  Layman  has  resigned 
as  news  editor  of  Yreka 
(Calif.)  Siskiyou  Daily  News 
to  join  the  staff  of  San  Rafael 
(Calif.)  Independent  Journal. 

*  «  « 

Ed  Goins,  former  United 
Press  staffer  in  Knoxville,  At¬ 
lanta,  Jacksonville  and  Raleigh, 
has  been  named  managing  edi¬ 
tor  of  Cleveland  (Tenn.)  Daily 
Banner.  He  replaces  Mark 
Warren  who  has  joined  the 
copy  desk  of  Columbus  (Ga.) 
Inquirer. 

•  •  * 

George  A.  Johnson  has  re¬ 
turned  to  Goldsboro  (N.C.) 
News-Argus  as  a  reporter- 
photographer. 

*  *  * 

M.  T.  Lemons,  formerly  on 
San  Antonio  Express  copydesk, 
is  now  wire  editor  of  the  Tyler 
(Tex.)  Courier  Times. 

*  *  * 

Harry  Taylor,  son  of  Henry 
J.  Taylor,  ABC  news  commen¬ 
tator,  has  joined  the  reportorial 
staff  of  Cincinnati  Post.  A 
University  of  Virginia  grad¬ 
uate,  class  of  1951,  he  worked 
as  a  copy  boy  on  the  New  York 
World-Telegram  and  Sun  dur¬ 
ing  vacations,  prior  to  service 
in  the  Navy. 

(Continued  on  page  42) 


Build  Readership  As  You  Diagnose 
The  World's  Ills— With  Cartoons  By 

BURCK 

Bunk  nutshells  the  big  news  in 
his  5-times-w  eekly  cartoons,^ 
keyed  to  national  and  interna¬ 
tional  events.  Shrewd  insight, 
telegraphic  style  make 
him  one  of  nation’s 
"most  reprinted”  cartoon¬ 
ists.  Send  for  samples — 
see  how  Burck  can  help 
spark  your  editorial 
pages! 
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42nd  St.  and  Broadway, 
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Telephones: 
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Advertising  Manager. _ 

Philadelphia  Bureau,  1046  Commercial 
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4.  Tel.  GArfield  1-7950;  207S  Wilshire 
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Charter  Member  Audit  Bureau  of  Cir¬ 
culations.  Member  Associated  Business 
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Jean  Dietrich,  former  re¬ 
porter,  feature  writer  and  as¬ 
sistant  woman’s  editor  of  Day- 
ton  (Ohio)  Journal  Herald  and 
more  recently  a  member  of  a 
public  relations  firm  in  New 
York,  has  assumed  her  duties 
as  woman’s  editor  of  the  At¬ 
lanta  Constitution.  She  suc¬ 
ceeds  Agnes  McCarty,  who 
resigned  to  join  the  woman’s 
department  of  the  New  York 
Times. 

lit  ifi  Hfi 

Richard  Moore,  news  editor 
of  Salisbury  (Md.)  Times,  was 
elected  president  of  the  Chesa¬ 
peake  AP  Association  at  the 
annual  meeting  last  week. 

^  *  i/i 

Floyd  Aten  Jr.,  former 
military  reporter  for  San  An¬ 
tonio  Express  and  News,  now  is 
editor  of  the  Troup  (Tex.)  East 
Texas  News,  a  5-column  tabloid 
weekly,  produced  by  photo  off¬ 
set. 

«  * 

Mary  Denmark  has  joined 
the  woman’s  staff  of  Atlanta 
Constitution  replacing  Jean 
Rooney  who  resigned  to  work 
in  Germany  with  the  Army 
Special  Services  staff. 

Ht  * 

Frank  H.  Callaham  Jr.,  re¬ 
cently  released  from  the  Army, 
is  covering  sports  and  general 
assignments  for  Lynchburg 
(Va.)  News. 

if  *  * 

Don  Shasteen  has  been 
named  to  man  the  Omaha 
(Neb.)  World-Herald's  newly- 
established  Iowa  news  bureau 
at  Des  Moines.  He  has  been 
with  the  Casper  (Wyo.)  Tri¬ 
bune-Herald  for  the  past  two 
years. 

Hfi  H;  Hfi 

John  Todd,  Hall  of  Justice 
reporter  for  the  San  Francisco 
Examiner,  has  been  transferred 
to  the  city  room  following  the 
resignation  of  Leo  C.  Lee,  day 
city  editor,  who  has  joined  Her¬ 
bert  Cerwin,  public  relations 
organization. 

*  *  * 

Sue  Brown  Sterne,  Atlanta 
Journal  society  editor,  has  re¬ 
sumed  her  work  after  a  three 
months’  tour  of  Europe. 

«  *  * 

Rudy  H.  Casillas  has  joined 
the  news  staff  of  Yakima 
(Wash.)  Morning  Herald  as  a 
general  assignment  reporter. 
He  was  formerly  with  Costa 
Mesa  (Calif.)  Globe-Herald  as 


THE  FOURTH  ESTATE  ...  By  Trent 


reporter,  photographer  and 
news  editor. 

4  4  4 

Robert  C.  Radcliffe,  for¬ 
merly  a  general  assignment  re¬ 
porter  for  Twin  Falls  (Idaho) 
Times-News,  now  fills  a  simi¬ 
lar  post  for  Yakima  (Wash.) 
Morning  Herald.  He  is  a  for¬ 
mer  employe  of  the  Associated 
Press’  San  Francisco  bureau. 


Where  They  Are  Now 


Vern  Scheumann,  Cincin¬ 
nati  Times-Star  reporter,  has 
left  that  paper  to  join  the 
Ralph  H.  Jones  advertising 
agency  in  Cincinnati  as  an  ac¬ 
count  executive. 

♦  *  ♦ 

Jerome  Weyland,  former  San 
Antonio  (Tex.)  Express-News 
reporter,  is  now  registra  at  San 
Antonio  College. 

4  4  4 

Georgina  Rodden,  one  of 
Montreal’s  best  known  newspa¬ 
perwoman,  has  left  the  staff  of 
the  Star  to  join  the  public  re¬ 
lations  department  of  J.  Walter 
Thompson. 

4  4  4 

William  Frye,  for  more  than 
a  decade  with  the  Associated 
Press,  has  become  military 
editor  of  Aero  Digest. 

*  ^  * 

William  R.  Mizelle,  who 
used  to  be  with  Birming¬ 
ham  (Ala.)  News-Age-Herald, 
United  Press,  and  the  New 
York  Times,  has  been  appointed 
editorial  director  of  the  Ameri¬ 
can  Petroleum  Institute’s  Oil 
Industry  Information  Commit¬ 
tee. 


Baroness  Stackelberg, 
Washington  society  columnist 
for  Miami  Daily  News  and 
other  Florida  newspapers,  has 
resigned  her  capital  beat  and  is 
now  associated  with  the  Golden 
Gate,  a  new  Miami  Beach  Ho¬ 
tel  development. 

4  4  4 

Elizabeth  Wyatt,  formerly 
a  staff  member  of  Beloit  (Wis.) 
Daily  News,  is  now  news  di¬ 
rector  of  radio  station  WGEZ, 
Beloit. 

4  4  4 

Robert  E.  Eckert,  former 
editor-publisher  of  Vestal 

(N.Y.)  News,  has  been  ap¬ 

pointed  instructor  in  journal¬ 
ism  at  Vestal  Central  School. 


Munro  Exposes  Illegal 
Lottery  Ticket  Sales 

Vanxiouver,  B.  C. 

Months  of  intensive  digging 
paid  off  for  Ray  Munro,  staff 
reporter  of  the  Vancouver  Daily 
Province,  who  smoked  out  a 
hornet’s  nest  of  illegal  lottery 
ticket  sales  and  provided  Van¬ 
couver  with  weeks  of  headlines. 

The  expose  was  taken  over 
by  the  City  Hall,  the  Police 
Commission  and  the  city  police 
department  as  Mr.  Munro 
named  names  and  gave  police 
a  complete  list  of  addresses 
where  tickets  were  being  han¬ 
dled. 

Police  conducted  a  series  of 
raids  and  picked  up  both  sus¬ 
pects  and  tickets.  Most  of  the 
lottery  tickets  were  forgeries 
of  the  Irish,  the  Australian  and 
numerous  others  which  had 
been  marketed  through  a  series 
of  agents. 
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Lewis 


H.  Lewis  Dies; 

President  of 
NorfoIkPapers 

Norfolk,  Va. 

Henry  S.  Lewis,  54,  president 
of  the  Norfolk  Ledger-Dispatch 
and  the  Norfolk  Virginian- 

Pilot  since  1946, 
died  Oct.  24  af¬ 
ter  an  illness  of 
several  months. 

Mr.  Lewis 
had  been  in  fail¬ 
ing  health  since 
he  was  stricken 
at  the  A  N  P  A 
convention  in 
New  York  last 
April.  He  was 
able  to  return 
to  his  office  after  several 
weeks,  but  was  hospitalized 
again  during  the  late  Summer. 

Mr.  Lewis  had  been  associ¬ 
ated  with  the  newspapers  here 
for  28  years.  He  was  bom  at 
Pittsburgh,  Pa.,  May  25,  1900, 
and  came  to  Norfolk  when  his 
parents  moved  here  in  1903. 

He  was  a  graduate  of  Cornell 
University,  with  a  degree  of 
bachelor  of  chemistry. 

Mr.  Lewis  was  employed  by 
the  Dunlop  Rubber  Company 
in  Buffalo,  N.  Y.,  and  Balti¬ 
more,  Md.,  before  joining  the 
Ledger-Dispatch  in  1926  as  as¬ 
sistant  treasurer  and  assist¬ 
ant  secretary.  Seven  years 
later  he  was  elected  secretary 
and  treasurer  of  Norfolk 
Newspapers,  Inc.,  publishers  of 
the  two  newspapers. 

In  1935  he  also  became  busi¬ 
ness  manager  of  the  two  pa¬ 
pers  and  in  1945  vice  president, 
treasurer  and  business  man¬ 
ager.  He  was  elected  president 
the  following  year,  succeeding 
the  late  Paul  S.  Huber. 

Mr.  Lewis  also  was  vice- 
president  and  treasurer  of 
WTAR  Radio  Corporation  and 
served  on  the  boards  of  di¬ 
rectors  of  Richmond  Newspa¬ 
pers,  Inc.,  Seaboard  Citizens 
National  Bank,  Norfolk,  the 
radio  corporation  and  Norfolk 
Newspapers,  Inc.,  and  the 
Ledger-Dispatch  Corp, 

He  is  survived  by  his  wife, 
a  son,  a  brother  and  two 
sisters. 

• 

Visitor  from  Greece 

Pontiac,  Mich. 

Spyros  Sellinas,  foreign  news 
editor  of  the  Athenian  daily, 

Vradyni,  has  been  assigned  for 
a  three-month  tour  of  duty  on 
the  Pontiac  Press  under  the 
State  Department  exchange  pro¬ 
gram. 
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JOURNALISM  EDUCATION 

Maurer  Urges  Tests 
For  J-Graduates 


By  Dwight  Benlel 

Standardized  tests  for  jour¬ 
nalism  graduates  have  been  pro¬ 
posed  by  Wesley  H.  Maurer, 
chairman  of  the  department  of 
journalism  of  the  University  of 
Michigan  and  president  of  the 
Association  of  Accredited 
Schools  and  Departments  of 
Journalism. 

He  suggests  “a  system  of  na¬ 
tional  comprehensive  examina¬ 
tions,  leading  to  a  certificate  of 
competency.  They  could  be,  he 
believes,  “highly  effective  in  in¬ 
fluencing  higher  standards  in 
journalism  education.” 

Mr.  Maurer  offers  his  plan  as 
a  supplement  to  current  accred¬ 
itation  programs  in  journalism, 
“or  even  as  a  substitute  (for 
accreditation)  if  current  measu¬ 
ring  sticks  devised  by  accred¬ 
iting  procedures  become  less  ap¬ 
plicable  and  less  meaningful” 
through  what  he  calls  “corro¬ 
sion  by  educational  politics. 

Test  Product 

Perhaps,  he  suggests,  “a 
group  of  educational  institutions 
interested  in  fostering  high 
standards  in  journalism  educa¬ 
tion  could  get  down  to  basic 
matters  by  testing  the  product 
of  the  schools.  Accreditation 
procedures,”  he  says,  “seek  to 
measure  curricula,  facilities, 
personnel  and  to  provide  a  broad 
judgment  pertaining  to  ade¬ 
quacy  for  instruction  in  journal¬ 
ism  in  accordance  with  the  insti¬ 
tution’s  publicized  objectives. 

“But  what  about  the  product 
of  all  this  adequacy?”  he  asks. 
Why  i.sn’t  it  tested? 

Mr.  Maurer  believes  the  que.s- 
tionnaire  u.sed  by  the  American 


Council  on  Education  for  Journ¬ 
alism  on  performance  of  grad¬ 
uates  in  mass  media  industry  is 
“practically  useless  because  of 
inherent  defects  and  countless 
variables  in  the  reports. 

The  Maurer  plan  proposes 
that  a  cooperating  group  of 
practitioners  and  educators  first 
devise  an  acceptable  set  of  ex¬ 
aminations  and  then  work  out 
a  plan  whereby  the  examina¬ 
tions  could  be  independently  ad¬ 
ministered  to  the  graduates  of 
co-operating  institutions. 

“Later,”  he  says,  “the  exam¬ 
inations  could  be  opened  up  to 
graduates  of  all  schools  and  de¬ 
partments  of  journalism  that 
applie«l.  Cooperative  newspa¬ 
pers  could  ask  any  applicant  for 
evidence  of  having  passed  the 
examination. 

School  Editors  Good  Bet 

This  is  not  the  first  time  this 
column  has  tried  to  make  a 
case  for  the  desirability  of  hir¬ 
ing  young  job  candidates  who 
solemnly  proclaim,  “I  was  the 
editor  of  my  school  paper.” 
They’re  apt  to  be  good  pro¬ 
spects. 

Traditionally  newspaper  em¬ 
ployers  snicker  up  their  cuffs 
at  such  statements.  There’s  the 
classic  story  about  the  editor 
who  replied,  “Sorry  Buddy,  we 
already  have  an  editor.” 

Fact  is  the  student  who  rises 
to  the  editorship  of  his  school 
paper  is  probably  the  ablest 
person  in  sight  for  that  job, 
and  a  cut  above  the  average  in 
intelligence.  It’s  pretty  silly, 
then,  for  the  employer  looking 


Pioneer  in  the  field  of  religious  advertising,  the  Keister 
“Support  the  Church”  feature,  after  ten  years  of  ex¬ 
perience,  brings  you 
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for  a  likelv  recruit  to  laugh  him 
off. 

Now  comes  some  supporting 
evidence  for  this  contention. 
Stanford  University  has  an¬ 
nounced  that  competition  for  en¬ 
trance  this  autumn  was  the 
toughest  in  its  history.  About 
1200  w’ere  admitted  —  one  of 
every  three  men  who  applied 
and  met  Stanford  requirements, 
and  two  of  every  seven  women. 

High  Averages 

A  third  of  these  new  fresh¬ 
men  maintained  a  grade  aver¬ 
age  of  95%  or  better  through¬ 
out  high  school,  and  seven  out 
of  10  w'ere  elected  to  high 
scholarship  honor  societies. 

Of  the  total,  166  had  been 
editors  of  school  newspapers  or 
annuals  —  more  than  13%. 
That  is  a  heavily  lop-sided  ra¬ 
tio  as  compared  to  the  propor¬ 
tion  of  editors  to  seniors  at 
large  in  the  average  high 
school. 

These  young  people,  as  a 
group,  are  smarties — and  news¬ 
paper  employers  would  be  smart 
to  recognize  it. 

Any  seeming  preoccupation  in 
these  dispatches  with  the  in¬ 
ability  of  college  journalism  stu¬ 
dents  to  spell  is  more  real  than 
imagined. 

Reason  —  editors  and  pub¬ 
lishers  won’t  let  the  matter 
drop.  It’s  embarrassing.  Twenty- 
four  hours  before  this  writing 
an  editor  pulled  up  a  chair,  al¬ 
lowed  as  how  the  weather  was 
warm  for  October,  then  cut 
loose: 

“The  journalism  schools  seem 
to  be  doing  pretty  well  training 
students  for  newspaper  work, 
but  there’s  one  important  thing 
the  matter  with  most  of  their 
graduates.  .  .  . 

“They  can’t  spell.” 

Hits  Spelling  Defect 

Up  to  this  time  the  conversa¬ 
tion  had  closely  followed  Theme 
“A”,  and  could  be  handled  satis¬ 
factorily  by  making  another 
scratch  opposite  the  “Journal¬ 
ism  grads  can’t  spell”  notation. 
But  then  the  visiting  editor  got 
off  a  comment  that  carried  a 
new  brand  of  dynamite: 

“You  know,”  he  said,  “a  lot 
of  these  young  reportei’s  w’ho 
can’t  spell  are  thinking  ‘What 
the  heck,  let  the  desk  correct 
the  errors.’  But  what  about 
their  being  on  the  desk  some¬ 
time  ?  They  are  eliminating 
themselves  from  promotion.  I 
couldn’t  promote  a  man  to  a 
desk  job  who  couldn’t  spell.  We 
make  enough  spelling  errors  in 
our  paper  without  adding  that 
kind  of  a  hazard.  Those  young 
people  who  won’t  learn  to  spell 
are  never  going  to  be  anything 
but  reporters.  It  doesn’t  mat¬ 


ter  how  good  they  are  oth 
wise.” 

Incidentally,  this  writer  did 
mention  to  the  visiting  ed  th 
two  communications  lying  on  Uil 
desk  at  that  moment.  One  wul 
from  the  advertising  managw^j 
of  a  nearby  daily: 

“Too  many  college  degress 
have  been  given  to  those  who  1 
cannot  spell  even  simple  words.  | 
I  have  discussed  the  subject  I 
with  many  editors,  advertising  t 
managers  and  publishers  on  va¬ 
rious  occasions.  They  are  noti 
impressed  with  the  ‘pass  thef 
buck’  attitude  of  many  of  the  ' 
college  educators.” 


Wall  Street  Journal 
Makes  College  Splurge 


The  Wall  Street  Jovmal,i 
which  is  not  often  thought  of  * 
as  a  college  text,  is  required  in 
564  colleges  and  universities. 

The  Journal  is  assigned  ma¬ 
terial  in  more  than  40  different 
courses  from  Advanced  Ac- 
counting  to  Transportation 
Problems,  in  65  educational 
areas,  and  by  more  than  1,000 
professors. 

The  paper’s  classroom  use¬ 
fulness  was  explored  by  J.  Le¬ 
roy  Thompson,  director  of  its 
Educational  Service  Bureau. 

From  suggestions  made  by 
professors  and  deans,  the  Jour¬ 
nal  decided  on  a  three-point 
program : 

1.  A  student  subscription 
price  for  the  Wall  Street  Jour¬ 
nal  within  the  range  of  text¬ 
book  prices. 

2.  Free  desk  copies  for  pro¬ 
fessors  using  the  Journal  as 
class  material. 

3.  Individual  mailing  to  each  ’ 
student  rather  than  bulk  deliv-  ' 
ery. 

Dow  Jones  &  Company,  Inc. 
accepted  these  suggestions,  says 
Mr.  Thompson,  even  though  do¬ 
ing  so  meant  a  price  below  ac¬ 
tual  production  costs,  and  an¬ 
nounced  the  Classroom  Service 
Program  effective  Sept.  1,  1947. 
Since  that  time  seven  years 
ago,  the  Journal  has  become  a 
standby  in  schools  ranging  in 
size  from  Menlo  College  in  Cal¬ 
ifornia  to  Harvard  and  Colum¬ 
bia  Universities. 


Photog  Joins  Faculty 
of  Kansas  J -School 

Jimmy  B.  Bedford,  prize  win¬ 
ning  photographer  and  former 
reporter  on  the  Memphis  (Mo.) 
Democrat,  has  joined  the  facul¬ 
ty  of  the  William  Allen  White 
School  of  Journalism  and  Pub¬ 
lic  Information  at  the  Univer¬ 
sity  of  Kansas  as  an  instructor 
in  photography  and  beginning 
reporting. 
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Where  modern  methods  send  quality 
"pigs”  to  market 


The  Hanna  Furnace  Corporation,  a 
division  of  National  Steel,  is  a  leading 
supplier  of  merchant  pig  iron — the  spe¬ 
cial  types  of  iron  that  go  to  foundries 
to  be  cast  into  all  kinds  of  useful  prod¬ 
ucts.  Hanna — one  of  the  oldest  and 
best  known  companies  in  its  field — 
employs  mechanization  to  a  high  de¬ 
gree  in  the  production  of  “better  iron 
for  better  castings.” 

Here  you  sec  “automation”  at  Hanna’s 
Buffalo  plant,  in  the  form  of  a  highly 
automatic  continuous  casting  machine. 
Molten  iron  from  one  of  the  plant’s 


four  furnaces  flows  from  the  ladle  in 
the  rear  to  form  “pigs”  in  molds  on  the 
moving  lines.  .As  the  lines  travel  out  of 
the  picture,  pigs  arc  quenched  and 
ejected,  and  the  empty  molds  return 
for  refilling. 

Hanna  supplies  its  iron  to  foundries  in 
five  grades — basic,  silvery,  foundry, 
malleable  and  ferrosilicon — and  in  two 
weights.  To  give  foundrymen  closer 
control  of  charge  and  melt,  and  greater 
operating  flexibility,  Hanna  developed 
the  Hanna  Ten,  a  10-pound  pig,  as  a 
companion  to  the  36-pound  pig  which 


has  been  standard  for  many  years. 

Hanna  merchant  pigs — from  the  best 
known  name  in  iron — are  but  one  of 
the  many  ways  that  National  Steel 
serves  industry  .  .  .  that  help  make 
National  one  of  America’s  leading  pro¬ 
ducers  of  iron  and  steel  products. 

New  Color  Filn  Now  Available 

“Achievement  in  Steef'  ...a  new  16-  mm  color 
film  telling  the  dramatic  story  oj  steel  is  now 
available  to  organized  groups.  To  obtain  this 
film  for  your  group,  write  to  “Achievement” 
National  Steel  Corporation,  Pittsburgh,  Pa. 


NATIONAL  STEEL 


GRANT  BUILDING 


CORPORATION 

PITTSBURGH,  PA. 


SEVEN  GREAT  DIVISIONS  WELDED  INTO  ONE 
COMPLETE  STEEL-MAKING  STRUCTURE 

Ofot  LakM  S(mI  Cerp.  Wciiton  Steal  Company 

Slron-Steol  Division  Hanna  Iron  Oro  Company 

Tho  Hanna  Fwnaco  Carp.  National  Minas  Carp. 
National  Steal  Products  Co. 


’“THE  WAY  WE  DO  ITl" — says  Walter  A.  Brown  (left),  public  relations 
director  of  the  Oakland  Tribune,  as  he  shows  his  newspaper's  promotion 
materials  to  John  F.  Wood  of  the  Willows  (Calif.)  Daily  Journal,  and 
Ed  Niederkorn  (right)  of  the  Portland  Oregonian.  The  West  Coast  pro¬ 
motion  directors  were  in  Phoenix  for  the  western  clinic  of  the  National 
Newspaper  Promotion  Association. 


‘Masked  Man’ 
Stunt  on  TV 
Inspires  Scoop 

St.  Louis,  Mo. 

When  a  masked  ex-convict 
appeared  on  a  TV  panel  pro¬ 
gram  to  tell  about  the  bloody 
Sept.  23  riot  at  the  Missouri 
State  Prison,  it  set  off  a  se¬ 
ries  of  events  that  resulted  in 
an  “inside  the  prison  walls” 
story  for  the  Globe-Democrat 
as  new  riots  shook  the  in¬ 
stitution  less  than  a  week  later. 

On  Sunday,  Oct.  17,  Justin 
L.  Faherty,  assistant  to  the 
publisher  of  the  Globe-Demo¬ 
crat  and  director  of  public  af¬ 
fairs  for  KWK-TV,  presented 
one  of  his  bi-weekly  public 
service  programs  called  “Op¬ 
erations  Progress.”  The  panel 
of  criminologists  was  to  dis¬ 
cuss  conditions  at  the  prison 
in  Jefferson  City  which  led  to 
the  rioting.  To  make  the  broad¬ 
cast  more  realistic,  an  ex-con¬ 
vict,  who  had  been  in  the  pris¬ 
on  at  the  time  of  the  riot,  ap¬ 
peared,  masked. 

The  broadcast  created  a  tre¬ 
mendous  stir.  Globe-Democrat 


Managing  Editor  Aaron  G.  Ben- 
esch,  after  consultation  with  ex¬ 
ecutives  of  the  paper,  called 
in  C.  Lee  Kelliher,  his  assistant 
feature  editor;  Ted  Schafers, 
municipal  courts  reporter,  and 
Ed  Krell,  a  reporter  who  has 
specialized  in  crime  news.  He 
gave  them  the  assignment  of 
getting  to  the  bottom  of  things 
in  the  State  Prison. 

With  the  consent  of  Gov. 
Phil  M.  Donnelly  and  Director 
of  Prisons  Joseph  Whitecotton. 
the  newsmen  were  working  in¬ 
side  the  prison  walls  by  Tue.*^:- 
day  afternoon.  On  Friday  an¬ 
other  disturbance  broke  cut. 
Prisoners  threw  down  their 
plates,  dashed  the  food  to  the 
floor  and  against  the  walls, 
screaming  in  protest. 

Mr.  Schafers  was  able  to 
write  a  first-hand  “I  ate  the 
stuff”  story  as  a  follow-up  for 
Saturday’s  editions.  That  day, 
at  noon,  another  riot  broke  out. 
This  time,  one  prisoner  was 
killed  and  37  wounded  before 
order  could  be  restored. 

Schafers  and  Krell  were  called 
back  to  St.  Louis  to  pull  to¬ 
gether  the  material  they  had 
obtained.  And,  on  Sunday 
morning,  the  Globe-Democrat 
began  a  series  of  stories  on 
just  what  has  been  going  on 
inside  the  walls  of  the  prison. 


Wheel’s  Spin 
Gives  Answer 
To  TV  Claims 

Phoenix,  Ariz. 

It  may  take  only  the  spin  of 
a  paper  wheel  to  meet  televi¬ 
sion  and  radio  advertising 
claims,  the  western  regional 
clinic  of  the  National  Newspa¬ 
per  Promotion  Association 
heard  here  last  week. 

The  suggestion  for  competi¬ 
tive  selling  of  newspapers  de¬ 
veloped  in  the  meeting  chair¬ 
maned  by  David  Henes,  Phoenix 
Republic  &  Gazette.  (E&P, 
Oct.  23,  page  66.) 

The  wheel  plan  was  developed 
at  Salt  Lake  City  on  the  ground 
that  the  best  answer  to  adver¬ 
tisers  debating  the  selection  of 
media  is  to  let  them  know  what 
television  or  radio  will  do,  re¬ 
ported  Robert  E.  Cutler,  News¬ 
paper  Agency  Corporation.  The 
wheel  itself  is  a  rating  dial  in¬ 
sert  which  can  be  turned  to 
learn  the  number  of  sets  turned 
on  in  the  four-county  area 
served  by  the  Deseret  Mews 
and  Salt  Lake  Telegram  he 
advised. 

“Advertisers  are  urged  to 
dial  their  program  rating  and 
compare  the  reading  with  the 
87,667  newspaper  homes  in  this 
four-county  area,”  Mr.  Cutler 
said.  “When  advei'tisers  see 
what  is  meant  by  a  certain 
rating  they  realize  the  value  of 
the  newspapers.” 

Radio  sales  forces  have  made 
a  “gross  error”  in  comparing 
radio  and  television  ratings 
with  newspaper  readership  of 


a  specific  advertisement,  Mr. 
Cutler  charged.  This,  he  de¬ 
clared,  is  “like  breeding  chick¬ 
ens  with  cows.” 

Salt  Lake  City  newspaper 
salesmen  also  are  supplied  with 
sheets  showing  the  average 
listenship  for  the  highest,  med¬ 
ium  and  lowest  Hooper  ratings. 
These  reports  also  show  the 
cost  per  1,000  for  various 
times,  from  50  seconds  to  an 
hour,  and  the  cost  per  1,000  of 
specific  advertisements. 

“Let  the  advertiser  pick  the 
comparisons,”  he  suggested. 
“The  competition  is  whipped 
unless  he  compares  the  cost  of 
a  15-second  spot  with  that  of 
a  half-page  ad.” 

Another  plan  used  in  Salt 
Lake  City  is  to  invite  the  ad¬ 
vertiser  to  make  a  telephone 
test  of  television.  He  is  pro¬ 
vided  with  an  office  in  the  news¬ 
paper  and  two  phone  girls  and 
invited  to  place  calls  through 
the  period  of  the  television  pro¬ 
gram  he  plans  to  use.  Adver¬ 
tisers  who  have  tried  this  plan 
rarely  continue  their  survey 
through  the  entire  period  un¬ 
less  they  have  planned  a  very 
short  program,  he  advised. 

• 

Microfilm  Project 

Rochester,  N.  Y. 

Remington  Rand  Inc.  was  low 
bidder  on  the  contract  to  pre¬ 
serve  on  35mm.  microfilm  old 
copies  of  the  Democrat  and 
Chronicle  and  its  predecessors 
for  Rochester  Public  Library. 
The  corporation  offered  to  do 
the  job  for  $7,366.47.  The 
Gannett  Foundation  has  given 
the  Library  $10,000  to  film  the 
newspapers  dating  back  to  1854. 


RICHMOND 

PULP  &  PAPER  COMPANY 
OF  CANADA  LIMITED 
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Sales  Representatives 
Kruger  Paper  Company  Inc. 

347  Madison  Avenue, 

New  York  17,  N.Y. 

General  OfTiees  &  Mill 
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these  3  little  letters  make  the  big 

difference  in 


99 


SAYS  Edwin  L.  Crosby,  M.D.,  Director, 
American  Hospital  Association 


Press  Kit  includes  advertising  suggestions  for 
local  Plan  use  and  other  press  material. 

Service  mark  reciatered  by  American  Hospital  Aaaociatioo. 
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OF  THE  hundreds  of  organizations  offering 
Americans  various  kinds  of  protection  against 
hospital  bills,  Blue  Cross  is  unique.  It  alone  is  officially 
approved  by  the  AHA  — the  American  Hospital  Asso¬ 
ciation.  In  fact,  in  the  center  of  the  Blue  Cross  emblem 
itself,  appears  the  seal  of  the  AHA.  This  association, 
which  is  the  national  spokesman  for  American  hospi¬ 
tals,  helped  to  create  Blue  Cross.  It  regulates  all  the  84 
local  Plans  working  together  nationally  in  Blue  Cross. 

“AHA  approval  of  Blue  Cross  in  effect  establishes 
a  special  kind  of  ‘partnership’  arrangement  between 
the  hospitals  and  Blue  Cross. 

“This  ‘partnership’  makes  possible  the  Blue  Cross 
aim— /o  help  people  get  the  hospital  care  they  actually 
need,  rather  than  dollars.  Blue  Cross  pays  the  hospital 
directly.  In  a  great  percentage  of  cases,  the  patient 
pays  nothing.  Last  year.  Blue  Cross  paid  for  more 
than  665  million  dollars  in  coxc.  — over  55  million  dollars 
a  month! 

‘W  nonprofit  organization  serving  at  the  community 
level.  Blue  Cross  is  dedicated  to  making  available  more 
protection  to  more  people  at  minimum  cost.  Because 
of  its  association  with  the  AHA,  Blue  Cross  brings  to¬ 
gether  those  who  need  care  and  those  who  provide  it  — 
the  surest,  most  practical  way  to  put  real  protection 
within  reach  of  all.’’ 

The  achievements  and  goals  of  this  important  vol¬ 
untary  movement  are  explained  in  the  new  Blue  Cross 
1954  Press  Kit.  It  is  available  on  request.  Simply  write 
Blue  Cross  Commission,  Dept.  EP-3, 425  N.  Michigan 
Ave.,  Chicago  11,  Illinois. 

BLUE  CROSS 


Nonprofit .  .  .  nationwide  ...  the  only 
organization  for  prepayment  of  hospital  care  officially 
approved  by  the  American  Hospital  Association 


SYNDICATES 

Don  Knudsen  Offers 
His  Own  Teen  Panel 


Phoenix,  Ariz. 

Confident  that  his  “Fresco” 
panel  meets  today’s  need  for 
a  comic  that  will  interest  teen 
agers,  Don  Knudsen  has 
launched  a  self-syndication 
move  here. 

Interest  first  stimulated  three 
months  ago  by  two  promotion 
letters  has  been  sufficiently  en¬ 
couraging  to  warrant  severance 
of  his  Phoenix  RepubHc  activi¬ 
ties,  he  has  decided.  Ten  new.s- 
papers  are  now  taking  the  six- 
day  a  week  panel. 

Forward  Features  of  Phoenix 
has  been  formed,  and  Jack  Coa- 
dy  is  his  associate  and  business 
and  promotion  manager,  Mr. 
Knudsen  said. 

Don  Knudsen  has  wanted  to 
do  a  teen  age  panel  since  he 
was  in  high  school.  War  inter¬ 
vened,  but  his  shipboard  car¬ 
toons  on  the  aircraft  carriers 
Kassan  Bay  and  Prince  Wil¬ 
liam  won  a  morale  aid  citation. 
With  peace,  he  became  an  ani¬ 
mator  for  Reid  H.  Ray,  Adver¬ 
tising,  of  St.  Paul,  Minn.,  and 
then  joined  the  Republic  two 
years  ago  as  artist,  retoucher 
and  illustrator. 

Mr.  Knudsen’s  “Trailer 
Space”  panels  have  been  syn¬ 
dicated.  He  also  developed 
“This  Funny  World”  and  has 
made  sales  to  magazines. 

The  Fresco  series  is  aimed  at 
the  “typical”  teen  age  audience 


and  has  been  developed  after 
“haunting  the  high  schools,” 
Mr.  Knudsen  said.  Today  he 
checks  the  reactions  of  the 
teen  agers  to  each  panel  by 
sending  a  copy  boy  out  to  make 
an  on-the-spot  survey  at  the 
high  schools. 

Newton  Memorial 

This  is  a  .story  about  a  man 
who  wants  to  create  a  memorial 
to  his  wife. 

The  man  is  Herman  J. 
Stich,  an  official  reporter  for 
the  New  York  S'-ate  Supreme 
Court.  The  wife,  who  died  Aug. 
6  of  cancer,  was  Mrs.  Hermine 
Neu.stadtl  Stich,  a  columnist 
who  wrote  under  the  name  of 
Jean  New’ton  for  Bell  Syndicate. 

Hobby:  Origins 

“Her  hobby,”  he  said,  “was 
origins — of  customs,  words, 
phra.ses,  ceremonials  and  so  on. 
In  1919  she  began  writing  on 
this  subject  for  the  Sew  York 
Evening  World,  and  its  syn¬ 
dicate,  the  daily  feature,  ‘How 
It  Started.’ 

“In  her  pursuit  of  the  origin 
of  a  phrase  or  a  word,  Jean 
Newton  was  indefatigable.  She 
traveled  the  length  and  breadth 
of  Italy  in  search  of  an  orig¬ 
inal  Roman  rostrum. 

“She  was  in  the  midst  of  writ¬ 
ing  a  book  entitled  ‘Tbe  Ro¬ 
mance  of  Commn  Things’  when 
she  became  ill.  She  was  active 


in  World  War  II  and  was  cited 
by  the  U.  S.  Treasury. 

“She  was  a  hostess  at  the 
Stage  Door  Canteen  and  in  the 
English  Speaking  Union.  She 
wrote  assiduously  to  the  par¬ 
ents  of  the  soldiers  she  met, 
reassuring  them  as  to  their 
son’s  health  and  spirits.” 

This,  then,  he  said,  is  a  lit¬ 
tle  of  the  woman  he  will  mem¬ 
orialize. 

Medical  Research 

The  memorial  is  intended  to 
immortalize  her  name  in  the 
form  of  a  foundation  for  med¬ 
ical  research,  either  as  an  in- 
diridual  organization  or  inte¬ 
grated  as  an  independent  en¬ 
tity  with  some  outstanding  in¬ 
stitution. 

Mr.  Stich  said  he  is  send¬ 
ing  out  letters  to  the  managing 
etlitors  of  the  newspapers  that 
carried  her  column,  informing 
them  of  his  plans  and  suggest¬ 
ing  that  readers  who  remember 
her  would  like  to  be  identified 
with  the  memorial  by  contrib¬ 
uting  to  it. 

Rossman  H.  Wynkoop,  man¬ 
aging  editor,  Hackensack  (N.J.) 
Bergen  Evening  Record,  an¬ 
swered  Mr.  Stich’s  appeal. 

The  editor  wrote  him:  “When 
you  get  your  foundation  start¬ 
ed,  by  all  means  notify  me 
where  the  check  should  go.  You 
can  count  me  in  for  something 
while  I  live. 

“Mrs.  Stich  (the  girl  I  knew 
as  Jean  Newton)  was  one  of 
the  loveliest  persons  God  ever 
put  on  earth.  Evei*yone  who 
knew  her  liked  and  admired 
her.” 

None  more  so  than  Mr.  Stich, 
the  little  man  with  the  tears 
and  the  love. 

• 

Grand  Jury's  Findings 
Buck  W’T&S  Campaign 

After  carrying  on  what 
seemed  to  be  a  successful  cam¬ 
paign  to  exonerate  Paul  Pfeffer 
for  a  murder  another  man  con¬ 
fessed  to,  the  New  York  World- 
Telegram  and  Sun  late  last 
week  was  taken  aback  when  a 
holdover  Queens  County  Grand 
Jury  re-indicted  Pfeifer  on  a 
first  degree  manslaughter 
charge. 

Front  page  stories  and  ex¬ 
clusives,  dug  up  by  W-T&S  re¬ 
porters  after  John  Francis 
Roche  confessed  the  killing, 
(E&P  June  19,  page  59)  event¬ 
ually  led  to  the  freeing  of  Pfef¬ 
fer  on  $10,000  bail. 

Following  the  re-indictment 
the  newspaper  devoted  a  full 
page  to  the  case  showing  a 
“raft  of  evidence”  in  Pfeifer’s 
favor  and  editorially  said  it  has 
,  “every  confidence  a  jury  .  .  , 
i  will  find  Pfeifer  innocent.” 


Cartoonists 
Join  in  G.I.  ' 
Show  Biz 

By  Janies  L.  Collins's 

Cartoonists  have  done  a  \ 
splendid  job  since  Pearl  Har-  | 
bor  in  the  way  of  entertain-  . 
ing  G.I.s  here  and  abroad,  and  ' 
there’s  more  in  store  for  the  - 
.servicemen,  thanks  to  the  Na¬ 
tional  Cartoonists  Society. 

The  Society  has  responded 
wholeheartedly  to  a  program 
outlined  at  its  last  meeting  by 
Col.  Joseph  F.  Goetz,  an  RKO 
executive  on  loan  to  the  gov¬ 
ernment.  The  colonel  is  chief  of 
the  armed  forces  professional 
entertainment  branch  of  the  De¬ 
partment  of  Defense. 

The  program,  actually,  is  an 
extension  of  tours  that  have 
been  going  on  for  years.  The 
flistinction  here,  however,  is  ' 
that  this  is  an  NCS  project  ex-  . 
tended  to  the  whole  country,  • 
involving  all  members.  * 

Laugh  and  a  Lift  | 

The  colonel,  according  to  Rus-  i 
sell  Pattenson,  chairman,  camp  ( 
shows  committee,  explained  the  , 
great  need  for  entertainment  I 
for  thousands  of  casualties  of  f 
WWII  and  Korea;  men  still  4 
in  hospitals;  men  who  need  a  | 
laugh  and  a  lift  today  as  much  f 
as  they  did  when  they  were  in-  ' 
jured;  “the  forgotten  men,”  as 
the  colonel  called  them.  ^ 

In  a  letter  to  fellow  mem¬ 
bers,  Mr.  Patterson  said:  ? 

“The  Department  of  Defense  [ 
wishes  to  cooperate  with  NCS  I 
in  working  out  a  program  to  * 
.send  groups  of  cartoonists  to  ; 
hospitals  and  camps  through-  | 
out  this  country,  as  well  u  ( 
overseas. 

“We  hope  you  will  be  able  to 
give  at  least  a  small  part  of 
your  time  and  talent  to  this 
fine  cause.  The  need  is  great, 
and  your  efforts  will  be  much 
appreciated.  Stage  experience  is 
unnecessary,  as  we  plan  to  have 
a  nucleus  of  cartoonists  with 
each  show  who  have  had  enter¬ 
tainment  experience.” 

Mr.  Patterson  added  that  all 
transportation,  whether  by  d-  p 
vilian  or  military  vehicle,  will 
be  paid  for  by  the  Department  - 
of  Defense,  which  will  also  al-  I 
low  so  much  per  day  for  hotel  p 
and  meal  tabs.  i 

Al  Posen,  chairman  of  the  » 
overseas  show  committee,  said  I 
that  definite  plans  have  already  I 
been  made  for  a  Washington  i 
(D.  C.)  — Virginia  tour  and  t. 

tentative  ones  formed  for  a  <4 

junket  to  California.  jP 


Jumpin’  Juniper. . . 

is  Andy’s  visiting  cousin... who  chips  the  old  block 
for  cigars,  takes  over  his  favorite  ties  and  topcoat, 
tries  his  shoes  on  for  size,  wants  to  start  as  Board 
Chairman.  An  amiable  twerp.  Cousin  Junijier  is 
no  man  for  a  hard  row ...  is  better  built  for  a 
yacht  — his  struggle  to  avoid  work  will  add  new  readers  for 

The  Csumpiii 

America's  first  continuity  strip.,  which  has  packed  in  the 
customers,  and  the  laughs,  for  thirty-five  years... is  fresher 
today  than  ever!  Human  and  humorous,  ranking  high  in 
popularity  with  both  sexes  and  all  ages.  The  Gumps  is  a 
circulation  builder  and  holder!  For  specimen  proofs  of  the  new 
sequence,  phone,  w  ire.  or  write  Mollie  Slott.  Manager . . . 

Chicaya  Tribune^J^ew  Ynrk  AVm*.v 

tmmm*  Uulldina.  Xvw  Vttrk 

MnCm.  rrlhunf  Tturt-r.  rhiraao 
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JET  BOMBERS  WON’T  WAIT  lo. 

you  to  :iiiTi  yoiii  guns  —  you’ve  got  to  do  it  with 
medianical  iiaiuls  and  electronic  brains.  Those 
120  nun.  inu//les  must  swing  smoothly  ahead  of 
targets  that  aie  racing  througli  space,  must  guide 
shells  unerringly  to  points  in  the  sky  where  in¬ 
vaders  will  be. 

How  is  it  done?  liy  the  M-.H3  fire-control  system 
pnKluced  liy  W’esiern  Electric  for  the  .\rmy,  a  sys¬ 
tem  based  u|M>n  radars  and  electronic  computers. 

Many  of  the  M-33’s  basic  principles  are  the 
same  as  those  used  to  guide  your  dial  telephone 
call  to  the  right  number  — and  Western  Electric 
makes  dial  telephone  systems,  too.  That’s  why,  with 
72  years  of  experience  as  manufacturing  unit  of 
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the  Bell  System,  we  have  the  highly  s|)eciali/ed 
skills  needed  to  priKluce  electronic  etjuipment,  such 
as  M-33,  for  national  defense. 

.\i  the  same  time  we  are  doing  work  of  this  kind 
tor  the  .-\rmetl  Forces,  we  are  also  going  full  speed 
ahead  with  our  regular  job  —  making  telephone 
ei|uipmeut  to  help  keep  Bell  S)slem  service  going 
and  growing.  ^  ^  ^ 


MANUFACTURING  AND  SUPPtT  UNIT  OF  THi  BUI  SYSTtM 
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CIRCULATION 


ICMA  Sales  Training 
Program  Approved 


Chicago 

Directors  of  the  International 
Circulation  Managers  Associa¬ 
tion  approved  a  district  man¬ 
agers’  sales  training  program, 
details  of  which  are  to  be 
worked  out  by  the  executive 
committee,  at  their  Fall  meet¬ 
ing  here  last  week. 

The  board  also  approved  an 
expansion  of  the  newspaperboy 
sales  training  bulletins  (of 
which  2,000,000  have  already 
been  issued  over  two-year  pe¬ 
riod)  to  include  a  public  rela¬ 
tions  booklet  on  the  value  of 
carrier  boy  training.  This  book¬ 
let  will  be  distributed  through 
newspapers  to  business  leaders, 
educators  and  the  clergy,  ac¬ 
cording  to  plans  announced  by 
John  Shank,  Dayton  (Ohio) 
News,  chairman  of  the  ICMA 
Newspaperboy  Training  Com¬ 
mittee. 

Newspaperboy  Day  observed 
Oct.  2  in  U.  S.  and  Canada, 
was  more  widely  publicized 
than  any  previous  observance, 
James  N.  Rankin,  Capper  Pub¬ 
lications,  chairman  of  the  ICMA 
Newspaperboy  Committee,  said. 

President  (Charles  Staab,  Cin¬ 
cinnati  (Ohio)  Enquirer,  re¬ 
ported  on  convention  arrange¬ 
ments  at  Sun  Valley,  Idaho, 
June  26  to  July  1,  with  plans 
calling  for  a  special  ICMA 
train,  to  leave  Chicago  in  ad¬ 
vance  of  the  convention. 

CCMA  Names 
Legislative  Group 

Yosemite  Valley,  Calif. 

Members  of  the  California 
Circulation  Managers  Associa¬ 
tion  left  a  definition  of  their 


means 

REIMBIIITY 


(moans 
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views  on  legislative  matters  to 
its  bylaws  and  resolutions  com¬ 
mittee  following  long  sessions 
here  during  CCMA’s  36th  an¬ 
nual  convention. 

John  Black,  circulation  di¬ 
rector,  Los  Angeles  Examiner, 
is  chairman  of  that  committee. 
A  report  will  be  issued  shortly, 
advised  Frank  E.  Howard,  San 
Francisco  Call-Bulletin,  retir¬ 
ing  president. 

A  special  convention  resolu¬ 
tion  commended  Ray  Marx,  Los 
Angeles  Times,  on  his  long  and 
meritorious  service  as  ICMA 
director  representing  the  asso¬ 
ciation. 

Offers  Plan 

E.  L.  Schellenberg,  San  Diego 
Union  and  Tribune,  emphasized 
that  if  circulators  think  of 
every  boy  selling  or  delivering 
newspapers  as  their  son,  cir¬ 
culation  department  troubles 
would  be  ended. 

H.  D.  Tennant,  Huntington 
Park  Signal,  is  newly  elected 
president,  Harry  Thatcher,  Sal¬ 
inas  Californian  and  Mr.  Black 
were  named  vicepresidents  with 
James  Mackie,  Call-Bulletin, 
re-elected  secretary-treasurer. 

Mr.  Howard  received  an  in¬ 
scribed  desk  set  in  tribute  to 
his  untiring  efforts  as  presi¬ 
dent.  The  success  of  the  year 
was  shown  by  a  record  mem¬ 
bership  of  170,  with  22  new  ap¬ 
plications  received. 

Newspaperboy  (in-paper) 
promotion  awards  went  to  El¬ 
mer  Mansfield,  Roseville  Press- 
Tribune,  in  the  under  10,000 
circulation  class;  Ted  Aust  Jr., 
North  Hollywood  Valley  Times, 
in  the  10,000  to  50,000  group 
and  to  J.  H.  McCourtney  Jr., 
Oakland  Tribune,  in  the  above 
50,000  class. 

Foundation's 
Progress  Told 

Yosemite  Valley,  Calif. 
The  California  Newspaper¬ 
boy  Foundation  enjoyed  a  year 
of  encouraging  results  that  has 
laid  the  basis  for  important 
further  progress,  John  J.  Tut¬ 
tle,  North  Hollywood  Valley 
Times  and  retiring  president, 
reported  at  the  annual  meeting 
I  here. 

The  new  and  lower  dues 
structure  based  of  %  cent  per 
unit  of  circulation  has  worked 
out  well,  he  explained.  In- 
'  creased  membership  and  circu¬ 


lation  figures  should  mean  a 
growing  CNF  surplus,  Mr. 
Tuttle  added. 

E.  L.  Schellenberg,  circula¬ 
tion  director,  San  Diego  Union- 
Tribune,  was  elected  president 
with  Mr.  Tyler  and  Frank  E. 
Howard,  San  Francisco  Call- 
Bulletin,  vicepresidents.  D.  H. 
Fado,  Redding  Record-Search¬ 
light,  was  reelected  secretary- 
treasurer. 

Texas  Circulation  Group 
Slates  Meet  Nov.  7-9 

Ft.  Worth,  Tex. 

At  the  Texas  Circulation 
Manager’s  Association  meeting 
here  Nov.  7-9,  Mrs.  Sue  Shar- 
man,  city  circulation  manager 
of  Monroe  (La.)  News-Star- 
World,  will  .speak  on  “Circula¬ 
tion  Management  and  Promo¬ 
tion  from  the  Woman’s  View¬ 
point’’  as  a  part  of  the  discus¬ 
sion  on  promotion. 

Several  charter  members,  in¬ 
cluding  Harold  Hough  and 
Herbert  Peters,  who  helped 
found  the  organization  in  a 
Fort  Worth  meeting  41  years 
ago,  will  be  honored  guests  at 
the  meeting. 

• 

Netvly  Established 
Paper  Makes  Progress 

Asheboro,  N.  C. 

The  Randolph  Guide,  a  week¬ 
ly  newspaper  that  began  pub¬ 
lication  last  Jan.  6,  now  claims 
to  be  the  fourth  largest  weekly 
in  the  state  in  circulation  (4,- 
.561),  according  to  Paul  G.  Cut- 
right,  managing  editor. 

The  Guide  was  published  as* 
a  tabloid  for  the  first  15  issues 
and  then  on  April  21  was  in¬ 
creased  to  its  present  7  column 
X  20"  size.  Mr.  Cutright  said 
plans  are  being  considered  to 
acquire  a  rotary  press  in  the 
immediate  future. 

Mr.  Cutright  came  here  from 
Kinston,  N.  C.  where  he  was 
news  editor  of  the  Daily  Free 
Press.  Prior  to  that  time  he 
had  edited  and  published  the 
Clay  County  Progress  in  Hayes- 
ville,  N.  C.  He  began  his  news¬ 
paper  career  as  a  feature 
writer  for  the  Atlanta  (Ga.) 
Constitution. 

• 

TV  Key  Distributed 
By  McClure  Syndicate 

It  was  stated  in  Editor  & 
Publisher  (Oct.  23,  page  61) 
through  error  that  Steven 
Scheuer’s  TV  Key  service  of 
television  news  is  distributed  by 
the  McNaught  Syndicate.  The 
service  actually  is  handled  by 
the  McClure  Newspaper  Syn¬ 
dicate. 
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Team  Play 
Is  Theme  for 
Circulators 

Old  Point  Comfort,  Va. 

George  C.  Bent  Jr.,  Roanoke 
(Va.)  Times  and  World-News, 
was  elected  president  of  the 
Mid-Atlantic  Circulation  Man¬ 
agers  Association  at  its  35th 
annual  convention  here  Oct. 
17-19.  He  succeeds  C.  B.  Wil¬ 
liams,  Charleston  (S.  C.), 

Post-News  and  Courier. 

Speakers  at  the  convention 
highlighted  the  theme  of  co¬ 
operation  between  the  various 
departments  in  newspapers  to 
reach  circulation  objectives. 

John  Dana  Wise,  vicepresi¬ 
dent  and  general  manager  of 
Richmond  Newspapers,  Inc.,  de¬ 
clared  that  circulation  promo¬ 
tion  campaigns  should  be  based 
on  scientific  methods  in  concert 
with  the  business  departments 
of  the  paper. 

He  minimized  the  “threat  of 
television”  to  newspapers,  say¬ 
ing  newspapers  can  overcome 
this  threat  by  being  precise  and 
to  the  point  in  their  editorial 
matter. 

Says  Faith  Is  Needed 

Faith,  based  on  a  thorough 
knowledge  of  all  departments 
of  a  newspaper,  is  necessary 
along  with  teamwork  in  order 
to  sell  the  newspaper.  Tom 
Hanes,  managing  editor  of  the 
Norfolk  (Va.)  Ledger  Dispatch, 
said. 

Emphasizing  team  work  and 
full  knowledge  of  the  product 
by  all  employes,  Mr.  Hanes  de¬ 
clared  the  managing  editor 
should  meet  regularly  with  car¬ 
riers  and  supervisors  to  tell 
them  about  improvements  in  the 
paper  and  to  hear  their  sugge.s- 
tions. 

People  who  live  in  communi¬ 
ties  that  have  been  deprived  of 
newspapers  for  any  length  of 
time  have  found  out  that  radio 
and  television  “offer  an  insipid 
and  unsatisfying  diet,”  Mr. 
Hanes  asserted. 

J.  G.  Ward,  circulation  man¬ 
ager  of  the  Charlotte  (N.  C.) 
Observer,  urged  full  coopera¬ 
tion  between  circulation  man¬ 
agers  and  other  department 
heads. 

Other  officers  elected  were: 
Bruce  C.  Rogers,  Charlotte  Ob¬ 
server,  first  vicepresident;  W. 
W.  Sirmon,  Charlotte  News, 
second  vicepresident;  W.  G. 
Carrington,  Durham  (N.  C.) 
Herald  Sun,  secretary-treas¬ 
urer,  and  Joe  Hart,  Spartan¬ 
burg  (S.  C.)  Herald- Journal, 
convention  secretary. 
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Platt  New  Chairman 
Of  ABC  Directors  .nKriru 


Chicago 

As  a  result  of  the  emphatic 
vote  cast  by  the  newspaper  di¬ 
vision  of  the  Audit  Bureau  of 
Circulations  here  last  week,  the 
proposal  for  separate  listing  of 
Metropolitan  Area  circulations 
in  ABC  reports  is  slated  for 
further  study,  with  little  likeli¬ 
hood  of  any  board  action  in  the 
immediate  future. 

Newspaper  members  voiced 
their  solid  opposition  to  any 
rule  which  requires  newspapers 
to  make  or  show  a  separate 
compilation  of  their  circula¬ 
tions  in  Metropolitan  Areas  by 
a  proxy  vote  of  619*4  in  favor 
of  the  resolution  opposing  any 
such  change  to  15  opposed.  (E 
&P,  Oct.  23,  Page  7.) 

Urge  Joint  Study 

Newspapers,  however,  left 
the  door  open  for  further  con¬ 
sideration  of  the  entire  prob¬ 
lem  by  recommending  appoint¬ 
ment  of  a  committee  of  agency 
and  newspaper  ABC  directors 
to  study  the  matter,  with  the 
added  proviso:  “we  respectfully 
request  that  the  newspaper 
members  of  ABC  be  informed  of 
the  progress  or  results  of  such 
study  before  any  final  action  is 
taken  by  the  board  of  di¬ 
rectors.” 

Action  on  the  newspaper  di¬ 
vision’s  resolution  was  referred 
to  the  board  for  consideration 
at  its  December  meeting. 

The  40th  anniversary  conven¬ 
tion  was  attended  by  more  than 
600  members  and  guests,  with 
a  total  voting  representation  in 
person  or  by  proxy  of  1,518  of 
which  the  newspaper  division 
represented  765  votes,  includ¬ 
ing  129  in  person  and  636  by 
proxy. 

The  newspaper  division  re¬ 
affirmed  its  belief  that  weekly 
newspapers  should  be  repre¬ 
sented  on  the  board  of  directors 
by  an  additional  director. 

Platt  New  Chairman 

John  H.  Platt,  vicepresident 
in  charge  of  advertising  and 
public  relations,  Kraft  Foods 
Co.,  Chicago,  was  elected  chair¬ 
man  of  the  ABC  board  to  suc¬ 
ceed  William  A.  Hart,  E.  I. 
du  Pont  de  Nemours  &  Co.,  Wil¬ 
mington.  Del.  Mr.  Platt  has 
been  an  ABC  director  since 
1937.  Mr.  Hart  completed  a 
two-year  term  as  board  chair¬ 
man  and  27  years  of  service  as 
an  ABC  director  from  the  ad¬ 
vertiser  division.  He  was  re¬ 
elected  to  a  two-year  term  as 
a  director. 


George  C.  Dibert,  J.  Walter 
Thompson  Co.,  was  elected  a 
vicechairman  of  the  board  to 
fill  the  vacancy  caused  by  Mr. 
Platt’s  election  as  chairman. 
Other  officers  re-elected  were: 

E.  R.  Hatton,  Detroit  (Mich.) 
Free  Press,  and  H.  H.  Rimmer, 
Canadian  General  Electric  Co., 
Toronto,  vicechairmen;  Stanley 
R.  Clague,  Modern  Hospital 
Publishing  Co.,  Chicago  secre¬ 
tary;  and  E.  Ross  Gamble,  Leo 
Burnett  Co.,  Chicago,  treasurer. 

Re-elected  as  newspaper  divi¬ 
sion  directors  were  W.  J.  J.  But-  1 
ler,  Toronto  (Ont.)  Globe  and 
Mail;  William  F.  Lucey,  Law¬ 
rence  (Mass.)  Eagle  and  Tri¬ 
bune;  and  Harold  Shugard,  St. 
Paul  (Minn.)  Dispatch  and 
Pioneer  Press. 

Directors  Named 

In  addition  to  board  officers 
mentioned  above,  the  following 
were  elected  ABC  directors: 

Advertisers:  Russell  Z.  Eller, 
Sunkist  Growers,  Inc.,  G.  A. 
Shallberg,  Jr.,  Borg-Warner 
Corp.,  Frank  T.  Tucker,  B.  F. 
Goodrich  Co.  and  William  C. 
Sproull,  Burroughs  Corp. 

Business  Publications:  J.  E. 
Blackburn,  Jr.,  McGraw-Hill 
Publishing  Co. 

Farm  Publications:  Charles  j 
E.  Sweet,  Capper  Publications,  | 
Inc.  ! 

Magazines:  Benjamin  Allen,  I 
Curtis  Publishing  Co.  ! 

• 

Nova  Scotia  Publisher 
60  Years  in  Business 

Truro,  N.  S. 

’  I 

Alfred  R.  Coffin,  who  arrived  ! 
here  on  a  Friday  the  13th  with  , 
$13.81  in  his  pocket,  has  just 
marked  his  60th  anniversary  in  | 
printing  and  publishing.  ’ 

Fresh  from  a  $13-a-month 
job  in  a  sawmill  on  Nova 
Scotia’s  eastern  shore,  young  j 
Coffin  took  a  job  at  $5  a  week  | 
with  the  Truro  News  on  Oct.  ' 
13,  1894.  Today  he  is  the  dean 
of  maritime  newspaper  men 
and  still  active  at  79. 

In  1938  Mr.  Coffin  sold  the 
printing  and  calendar  division  | 
of  his  company  to  four  former  I 
employes,  retaining  the  Truro  \ 
Daily  News  and  three  weeklies. 

In  1947  he  took  his  son-in-law, 
John  Murphy,  into  the  business  j 
and  announced  his  own  semi-  i 
retirement,  but  he  continued  ac-  1 
tive  and  still  puts  in  his  regu-  | 
lar  day’s  work.  I 


over  435  newspapers 

and  libraries  now  using 
this  protective  service 


Micro  Photo  scores  again  .  .  .  with  FREE  FILM 
STORAGE  that  completely  eliminates  the  com¬ 
pounding  cost  of  safeguarding  your  original  neg¬ 
atives.  Here,  in  our  archival  vault,  temperature 
and  humidity  are  maintained  at  optimum  points 
to  preserve  and  protect  your  microfilm.  And  this 
service  is  FREE  to  Micro  Photo  clients ! 

Already  over  5,000,000  feet  of  irreplaceable 
negative  film,  for  newspapers  and  libraries  the 
country  over,  is  catalogued  and  stored  in  our 
vault  .  .  .  and  more  is  being  added  daily.  Let  us 
give  you  additional  facts  about  our  FREE  STORAGE 
SERVICE  .  .  .  and  our  BIG  IMAGE  2-page  micro¬ 
filming  method.  Send  for  details  today. 

MICRO  PHOTO  INC. 

4614  PROSPECT  AVENUE 
CLEVELAND  3,  OHIO 
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HEADLINES  LIKE  THESE 


IN  E  &  P 

MEAN  THAT  BUYERS  OF 
NEWSPAPER  SPACE  READ  IT 
EVERY  WEEK 

There  is  only  one  selfish,  realistic  reason  why  you 
find  Editor  &  Publisher  read  vigorously  by  major 
newspaper  users  and  their  agencies. 

Put  a  million  dollars,  or  any  part  of  it,  into  news¬ 
papers  and  you’ve  got  to  be  an  expert. 

The  only  way  to  become  an  expert — and  stay  one — 
is  to  keep  yourself  informed — up  to  the  minute — about 
your  major  interest. 

Editor  &  Publisher  has  been  the  authoritative  voice 
of  the  newspaper  world  for  70  years. 

It  does  nothing  else — dissipates  its  editorial  vitality 
on  no  other  media. 

The  straightest,  shortest  line  between  your  newspaper 
and  your  best  customers  and  prospects  is  the  adver¬ 
tising  pages  of  Editor  &  Pubusher. 


Read  what  another  well-known  media  directc)r — 
whose  agency  spends  millions  in  newspapers — 
says  about  Editor  &  Publisher: 

“My  objective  is  to  try  to  keep  wp  to  date,  try 
to  find  myself  in  the  position  of  being  familiar 


with  all  new  developments  among  newspapers 
and  also  to  know  what  other  advertisers  are  do¬ 
ing  that  E&P  carries.  EdcP  has  always  con¬ 
centrated  on  the  .subject  of  newspapers  and  it 
has  fed  me  a  lot  of  data  I  ivas  interested  to 
know  in  the  many  years  I  have  been  reading  it.” 
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Media  Policy  Favors 
One,  Hurts  Another 

Wool  Bureau  Seeks 
Retailer  Ad  Support 

What  Agency  Needs 
To  Use  Newspapers 

GoldblatTs  Spends 
$2.5  Million  in  Ads 

Drug  Chains  To  Open 
Drive  in  900  Papers 

1  Ayers  Sees  Business 
!  In  Biggest  Battle^ 

) 


R& R  Gets  Packard; 
4-A  Names  Danforth 

Newspaper  Ads  Spur 
Rums  of  P.  R.  Sales 

Brown-Forman  Brands 
Set  in  429  Papers 

Muellers  Steps  Up 
Fall  Space  in  Papers 

Dichter  Reveals  Why 
Ad  Accounts  Switch 

Tulsa  Store’s  Radio 
Saturation  ’  A  Failure 


The  big  newspaper 
buyers  read 


Editor  &  Publisher 


Times  Tower,  Times  Square,  New  York  36,  N. 
Telephone  BRyant  9-3052 


Helene  Foellinger’s  Policy ^ 

"Better  to  Lead 
Than  to  Follow’ 

By  George  A.  Brandenburg 


PUBLISHER-PRESIDENT  Helene  Foellinger,  whose  winning  $n«ile  is  a 
parf  of  her  "open  door"  policy  at  the  Ft.  Wayne  (Ind.)  News-Sentinel. 


Ft.  Wayne,  Ind. 

Helene  Foellinger,  personable 
publisher  of  the  Ft.  Wayne 
News-Sentinel  and  president  of 
Ft.  Wayne  Newspapers,  Inc.,  is 
cut  from  the  same  sturdy  jour¬ 
nalistic  fabric  as  her  late 
father,  Oscar  G.  Foellinger. 

Miss  Foellinger  became  pub¬ 
lisher  of  the  News-Sentinel  in 
1936,  at  the  age  of  25,  follow¬ 
ing  the  death  of  her  father. 
Since  then  she  has  developed 
into  a  capable  executive  and  an 
untiring  publisher  who  believes 
it  is  more  important  to  lead 
than  to  follow  public  opinion. 
She  also  takes  an  active  part  in 
civic  affairs,  devoting  consider¬ 
able  personal  time  and  talent 
to  many  Ft.  Wayne  activities. 

Takes  a  Stand 

Her  “first  love,”  however,  is 
the  editorial  side  of  the  paper, 
where  she  started  as  a  young 
reporter  and  later  was  women’s 
editor.  Although  she  was  on 
the  News-Sentinel  board  of  di¬ 
rectors  when  her  father  was 
publisher,  she  virtually  plunged 
into  her  front  office  duties 
upon  his  death. 

“It  was  pretty  much  like  a 
cold  shower  at  first,”  she  told 
E&P,  “but  stimulating  from 
the  very  start,  as  it  is  today.” 
She  has  won  the  respect  of  her 
staff.  Miss  Foellinger,  in  turn, 
gives  much  of  the  credit  to  her 
department  heads.  “Most  of  our 
success  has  been  due  to  a  darn 
good  team,”  is  the  way  she  put 
it.  As  for  herself,  she  modestly 
insists  she  still  has  “a  lot  to 
learn.” 


She  relies  on  Clifford  Ward, 
editor,  for  the  actual  direction 
of  the  news  and  editorial  opera¬ 
tions  of  the  News-Sentinel.  She 
insists,  however,  on  the  paper 
taking  a  positive  stand  on  all 
important  issues,  be  they  local, 
state  or  national  (as  well  as 
international)  in  scope.  “We 
believe  in  speaking  up  for  what 
we  think  is  right,  regardless  of 
whether  or  not  such  a  stand 
may  be  popular,”  she  asserted. 

‘May  be  Old-Fashioned’ 

“We  are  not  a  crusading 
newspaper,”  she  added,  “but  we 
try  to  lead  rather  than  to  fol¬ 
low.  My  Dad  was  of  that  be¬ 
lief  and  so  is  Mr.  Ward.  May¬ 
be  we  are  a  little  old-fashioned, 
but  we  have  faith  in  our  con¬ 
victions,  even  though  we  some¬ 
times  find  ourselves  in  hot 
water.” 

The  Ft.  Wayne  Newspapers, 
incidentally,  have  been  noted 
over  the  years  for  their  hard¬ 
hitting  editorial  tactics.  Typi¬ 
cal  of  Hoosier  editors  who  take 
their  politics  seriously,  the  two 
Ft.  Wayne  papers  have  been  on 
the  opposite  side  of  the  fence 
politically  for  many  years.  The 
seven-day  morning  Journal-Ga¬ 
zette  is  I)emocratic  and  the  six- 
day  evening  News-Sentinel  is 
an  independent  Republican  pa¬ 
per. 

Although  their  business  op¬ 
erations  have  been  merged,  the 
two  papers  maintain  separate 
editorial  departments,  thus  pro¬ 
viding  their  readers  with  a 
“two-way”  editorial  pattern 
that  isn’t  rigged  in  any  sense 
of  the  word.  The  two  papers 


merged  their  circulation,  adver¬ 
tising  and  mechanical  depart¬ 
ments  in  1950,  with  Miss  Foel¬ 
linger  as  president. 

She  was  woman’s  editor  of 
the  Daily  Illini  her  senior  year 
at  Illinois,  where  she  was  also 
elected  to  Phi  Beta  Kappa.  She 
was  just  as  busy  as  a  college 
student  as  she  is  today,  as  far 
as  extra-curricular  activities 
were  concerned.  She  lives  with 
her  mother  in  Ft.  Wayne. 

Helene  Foellinger  has  long 
since  convinced  the  early  skep¬ 
tics  of  her  ability  and  deter¬ 
mination  to  make  good.  The 
paper’s  circulation  has  climbed 
from  56,000  in  1936  to  over 
77,900  this  year. 

Miss  Fallinger  is  the  “out¬ 
doors  type”  of  American  girl. 
She  likes  fishing — and  none  of 
this  sissy  kind,  either — ^but  real 
honest-to-gosh  North  woods 
fishing.  She  carts  her  own  can¬ 
oe  to  Candadian  and  Northern 
Minnesota  lakes  where  she  pre¬ 
fers  to  paddle,  rather  than  re¬ 
sort  to  an  outboard  motor.  She 
also  enjoys  skiing  as  a  winter 
sport.  At  home,  she  plays  ten¬ 
nis  and  goes  horseback  riding. 

Miss  Foellinger  is  a  promo¬ 
tion-minded  publisher  who  be¬ 
lieves  that  a  newspaper  must 
be  a  good  citizen  as  well  as  a 
trusted  news  and  advertising 
medium.  She  inherited  much  of 
her  civic  pride  from  her  father, 
who,  through  the  News-Sentinel, 
made  a  gift  of  $100,000  to  the 
park  board,  which,  in  turn, 
built  an  outdoor  amphitheater 
that  seats  2,000  persons,  who 
are  attracted  to  such  events  as 
opera  festivals,  concerts  and 
Summer  theater  plays,  some  of 
which  are  sponsored  by  the 
paper. 

Turning  her  attention  to  the 


News-Sentinel,  Miss  Foellinger 
pointed  out  that  under  her 
regime  the  progress  of  the  pa¬ 
per  has  been  due  largely  to 
“young  executives  with  a  lot  of 
experience.”  She  explained  that 
remark  by  stating  that  most  of 
the  paper’s  executives  are  un¬ 
der  50,  yet  all  are  members  of 
the  Quarter  Century  Club,  a 
group  that  includes  over  100 
staff  members. 

“We  work  on  the  theory 
that  two  heads  are  better  than 
one,”  she  said.  “All  policy  mat¬ 
ters,  new  features,  changes  in 
format,  etc.,  always  discussed 
thoroughly  before  a  decision  is 
arrived  at.  I  have  tried  to 
maintain  an  ‘open  door’  policy. 
Any  member  of  the  staff  is  free 
to  come  to  me  with  a  problem 
and  there  are  quite  a  few  of 
them  who  do. 

“My  father  believed  that  a 
successful  newspaper  had  to  be 
a  good  citizen.  We  have  tried 
to  carry  on  that  idea  of  his. 
We  feel  that  a  newspaper  is 
very  foolish  that  thinks  it  must 
adapt  itself  to  what  the  public 
thinks  and  follow  that  think¬ 
ing  rather  than  attempt  to  lead 
it.” 

Miss  Foellinger  majored  in 
mathematics  at  the  University 
of  Illinois  from  which  she  was 
graduated  in  1932.  She  still 
thinks  math  is  fascinating. 
“Sometimes  I  check  the  propor¬ 
tions  in  recipes  on  the  woman’s 
page!”  she  admitted. 

• 

Hurricane  Record 

Toronto 

The  Toronto  Daily  Star  re¬ 
ported  a  new  recoi'd  for  sales 
of  its  paper,  when  511,526 
copies  of  the  Oct.  16  editions 
covering  the  damage  caused  by 
Hurricane  Hazel  were  sold. 


CHAS. 

T.  MAIN,  INC. 

1893-1954 

COMPLETE  SERVICES  \  \ 

for 

NEWSPAPER 

AND  PRINTING  PLANTS  I 

Layouts,  Designs,  Specifications  and  Supervision  | 

of  Construction 

Walter  E.  Wines 

Consultant 

80  Federal  Street 
Boston,  Mass. 

317  South  Tryon  Street 
Charlotte,  N.  C. 
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Uaont*  Mason  City  (Iowa)  Globe-], 

Keene  ocumici  Gazette;  Leon  Barnes,  pub- 

ChflnffeS  Owners  usher  of  the  Nortkwood  (Iowa) 

~  Keene.  N.  H.  Anchor,  and  H.  M.  Jones  and 
The  Keene  Keening  Sentinel,  Reeves  Hall,  publishers  of  the 
founded  in  170!)  and  one  of  Independence  (Iowa)  BuUetin- 

the  oldest  newspapers  in  the  Jn»rnnl  and  Conservative.  ] 
fountry  published  under  its  *  ♦  ♦  | 

original  name,  has  been  sold  w.  E.  Berger,  publisher  of  j 

hy  John  E.  Coffin,  co-publisher  Hondo  Anvil  Herald,  Seguin  j 

and  treasurer;  Mrs.  Grace  B.  enterprise  and  Crystal  City  Za-  j 
Prentiss,  and  M  illiam  H.  Pren-  vala  County  Sentinel,has  added  | 
tiss,  president  of  the  Sentinel  the  Carrizo  Spings  Javelin  to  his  j 
Printing  Company.  group  of  South  Texas  w'eeklies.  ' 

Purchasers  of  the  newspaper  John  P.  Kline,  owner  of  the 
property  are  James  D.  Ewing,  Javelin  since  lOiiO,  announced  1 
former  publisher  of  the  Bangor  the  gale.  Fane  L.  Burt  will  ! 
(Me.)  Commercial,  and  Walter  manage  the  71-vear-old  weekly,  i 

C.  Paine,  formerly  with  the  Mr.  Beiger  is  president  of  the! 
i  Bnltimore  (Md.)  Sun.  Mr.  South  Texas  Press  Association  I 
f  Ewing  will  become  publisher  of  and  a  director  of  the  Texas  i 

the  Sentinel  on  Nov.  1,  and  Press  Association. 

Mr.  Paine  will  be  president  of  ♦  »  ♦  ' 

the  company.  •  i  j  ii,  The  IVcslaco  (Tex.)  \ews,  , 

The  .ansae  ion  includes  he  p.-ize-winning  Rio  Grande  Val- 

Sentinel  Building  and  the  ,  has  been  nurchased  ' 

dieshire  Photo  Engravers,  Inc.,  ^  ''feKiy,  nas  been  purchased 
„  „  ’  by  M  arren  Stanton  and  as- 

*i'  *^'^**^  sociates  from  Mrs.  Hattie  Mae  ^ 

"  William 'h.'  Prentiss  was  the  I'^chenmeyer  and  Rigby  Owen, 
fifth  generation  of  the  Prentiss  ; 

familv  to  be  associated  with  the  I 

the  newspaper.  The  familv  (Tex.)  Sews  and 

will  retain  and  operate  the  “t  Port  Isabel  and 

commercial  printing  business  '  ® 

now  carried  on  by  the  Sentinel  *  *  . 

Printing  Companv.  William  D.  Roth  is  the  new 

«  ♦  ‘  *  publisher  of  the  Geneasee 

The  weeklv  Katon  Rapids  <  Wajo)  Newa  having  recently  ! 
(Mich.)  Journal,  publishing  Purchased  the  weekly  newspa- 
,  since  Dec.  7,  186.^.  has  been  lH‘r  from  E.^  D.^  Pedersen.  | 
purchased  by  Arthur  W.  and 

Ethel  J.  Carstens  from  Gayle  Richard  G.  Bennett,  publisher 

D.  and  V’era  E.  Gifford,  asso-  of  the  Depew  (N.Y.)  Herald 
ciated  with  the  new.«paper  for  and  the  Cheektowaga  (N.Y.) 

27  years.  Times,  has  purchased  the  77-  ! 

Mr.  Carstens,  for  the  past  year-old  Lancaster  (N.Y.)  En- 
eight  years,  has  been  managing  terprise  from  its  publisher,  i 
editor  of  the  Flint  (Mich.)  Lester  J.  Suess.  All  are  I 
Xevi's-Advertiser  and  prior  to  weeklies, 
that  was  with  the  editorial  de-  *  ♦ 


partment  of  the  Detroit  Free  Siddens,  a  commercial! 

printer,  has  purchased  half  in-  i 
*  *  *  terest  in  the  Sierra  County  Ad- 1 

Frank  and  Martha  Dunham,  vocate,  a  weekly  in  Truth  or  I 
owners  of  the  Michigan  Skier,  Consequences,  N.  M. 

a  statewide  publication  devoted - — -  — 

to  skiing,  have  assumed  control  pi  THE  service  that  helps  ih  the 
of  theSfiiaH  os.se  (Mich.)  News,  [  |  USE  OF  NEWSPAPER  ADVERTISING  I 
formerly  part  of  the  Smith  *  _» 
new.-;paper  group.  f  | 


THE  SERVICE  THAT  HELPS  IN  THE 
USE  OF  NEWSPAPER  ADVERTISING 


Lawrence  E.  Nel.«on,  publisher  ? 
of  Reed  City  (Mich.)  Osceola  | 
County  Herald,  has  announced  [ 
the  purchase  of  the  weekly  i 
Loire  City  (Mich.)  Missaukee  | 
Soles  Republican.  Mr.  Nelson  ;  j 
named  A.  J.  Chapman  manag- !  i; 
ing  editor  of  the  paper  owned  !  || 
^  Ray  E.  Sherman  for  the  j 
past  34  years.  , 


ACB  furnishes  every 
agency  with  its  Daily 
Newspaper  Directory 
as  well  as  other  aids 
to  help  Checking  De¬ 
partments  in  their 
work. 


m  Service  Offices  mi  •nitMi 
^  ^  •COISHUS  •MINPin 


I'sher  Wilbur  K.  Doxsee  to  W.  CHiCMlMG,  MIRlAll,  IMCj 
'  Earl  Hall,  managing  editor  of 
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Making  the  Best 
Better 

American  newspapers  are  the  best  edited,  most 
widely  circulated,  on  earth. 

Yet  no  other  press  on  earth  works  so  hard  to 
improve  the  quality  of  its  news  reports,  and  to 
attain  a  cheaper,  more  plentiful  supply  of  news- 


This  is  a  typically  American  reaction.  For,  as  a 
nation,  we  stubbornly  insist  that  even  a  good  job 
can  and  should  be  improved  upon. 

We  enjoy  the  highest  standard  of  living  in  the 
world,  and  in  history,  because  dissatisfaction  with 
the  best  has  always  helped  to  make  the  best  better. 
A  &  P  has  applied  this  axiom  to  the  food  indus¬ 
try  since  1859 — 

We  believe  that  food  distribution  in 
America  is  more  efficient  than  ever 
before — but  we  also  believe  it  can  be 
made  more  efficient. 

That  is  why  research  and  experimentation — to 
make  food  taste  better,  keep  longer  and  cost 
less — are  part  of  the  day-to-day  job  at  A  &  P. 
It  is  this  constant  striving  to  make  the  best  better 
that  enables  the  men  and  women  of  A  &  P  to 
provide  the  American  public  with  more  good 
food  at  lower  cost. 

A  &  P  FOOD  STORES 
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METRO 


Judge  Quoted 
In  Argument 
For  Court  TV 


Charleston,  W.  Va. 

A  telegram  from  a  Florida 
judge  reporting  “decorum  was 
preserved”  despite  the  presence 
of  TV  cameras  was  quoted  by^ 
a  Baltimore  lawyer  here  in  an 
attack  before  the  West  Virginia 
Bar  Association  on  Canon  35 
of  the  American  Bar  Assn. 

The  comment  by  Judge  Pat 
Cannon,  of  Miami,  was  quoted 
by  Karl  F.  Steinmann,  an  at¬ 
torney  for  the  Hearst  newspa¬ 
pers  who  participated  in  the 
successful  fight  a  few  years 
ago  on  the  news-gag  Rule  904. 

Judge  Cannon’s  telegram 
said:  “Could  not  tell  TV  cam¬ 
eras  were  present.  Matters  of 
public  interest  and  public  rec¬ 
ord  should  be  made  public. 
Open  trial  is  public  trial.  Wid¬ 
est  publicity  of  processes  of  jus¬ 
tice  serves  public  confidence 
and  observance  of  law  and 
order  and  respect  for  court.” 

Atty.  Steinmann  debated  Can¬ 
on  35  with  Judge  C.  C.  Cham¬ 
bers,  of  the  Logan  County,  W. 
Va.,  Circuit  Court. 

The  lawyer  said  the  reaction 
of  members  of  the  West  Vir¬ 
ginia  Bar  to  his  15-minute  talk 
convinced  him  that  if  newspa¬ 
pers  and  other  media  would 
have  lawyers  all  over  the  coun¬ 
try  appear  before  the  smaller 
bar  associations  and  discuss  the 
issue  of  Canon  35,  “this  monkey 
business  would  soon  disappear.” 

“Broadcasting  and  t  e  1  e  v  i  - 
sion,”  Mr.  Steinmann  told  the 
lawyers,  “will  become  a  neces¬ 
sary  adjunct  to  judicial  admin¬ 
istration.” 


AWARD  ceremony  at  recent 
meeting  of  the  Inter  American 
Frets  Association  in  Brazil:  Ramon 
Blanco,  director  of  'El  Imparcial,' 
Guatemala,  holds  the  Mergen- 
thaler  Plaque  won  by  his  news¬ 
paper,  while  G.  Carlos  Lacerda 
(center)  and  G.  Marshall  Field 
Jr.,  of  the  Chicago  Sun-Times 


Free  Press — Fair  Trial  arranged. 

‘Not  Inoompatihle'  Roberts,  editor  of  tht 

Kaunas  City  Star,  will  presid« 
at  a  .session  entitled  “The  Press 
as  a  Community  Force.” 

Earl  English,  Dean  of  the 
School  of  Journalism  at  the 
of  Missouri,  is 
chairman  of  a  discussion  on 
“Reporting  and  Interpreting 
State  Government.” 

Dr.  Pollard  said  that  what  Members  of  the  panel  are: 
most  to  be  recognized  is  Edward  Lindsay,  Lindsay- 
that  the  exerci.se  of  press  free-  Schaub  Newspapers,  Illinois; 
dom  and  the  insurance  of  free  Lewis  W,  Roop,  Jefferson  Re¬ 
trials  represent  a  common  prob-  yiiblic,  DeSoto,  Mo.:  Dowdal  H. 
1.  Davis,  Kansas  City  Call;  Rob- 

“It  will  not  be  solved,”  he  ert  M.  White,  II,  Mexico,  (Mo.) 
said,  “by  any  of  the  interests  Ledger;  Homer  E.  Dowdy, 
concerned — the  bench,  the  bar  Flint  (Mich.)  Journal;  Allen 
trying  W.  Harris,  Allen  Will  Harris 
to  place  all  the  blame  or  the  &  Associates,  public  relations, 

New  York;  Charles  A.  Caldwell, 
public  affairs  writer  Memphis 
the  (Tenn.)  Press-Scimitar. 

The  increasing  importance  of 
state  government  to  every  citi¬ 
zen  will  be  stressed  by  the  ses¬ 
sion  over  which  Dean  English 
will  preside. 

Joining  in  the  discussion  will 
be:  Richard  M.  Morehead,  Dal¬ 
las  (Tex.)  Morning  Netvs;  Lew 
Larkin,  Kansas  City  Star; 
Hugh  Morris,  Louisville  (Ky.) 
Journal;  Edward  W.  Stagg, 
Public  Affairs  Re.search  Coun¬ 
cil  of  Ijouisiuna;  George  R- 
Metcalf,  New  York  State  Sen¬ 
ator  and  former  Auburn,  New 
York,  newspaperman;  Charles 
Finston,  Chicago  American. 


a  Catholic  judge  would  refuse  Columbus,  Ohio 

to  grant  a  divorce  lest  he  suffer  A  free  press  and  a  fair  trial 
penalties  in  his  church,  an  ut-  are  “neither  incompatible  nor 
terly  terrifying  thought.  Neith-  inconsistent,”  Dr.  James  E.  Pol- 
'r  the  church  nor  any  member  lard,  director  of  the  Ohio  State  University 
thereof  could  comprehend  such  University  school  of  journalism, 
a  proposition,  yet,  that  is  the  told  the  Columbus  Bar  Associa- 
proposal  here,  namely  under  tion  here  Oct.  20. 
the  pain  of  public  criticism  a  "  " 

judge  is  required  to  give  effect  need: 
to  a  canon  which  may  be  con¬ 
trary  to  his  con.science  and 
which  has  no  legal  supi)ort.” 

“If  I  were  a  Judge,  I  would  1®®™. 
have  no  hesitation  to  strike 
down  Canon  35  and  permit 
broadcasting  and  telecasting 

and  pictures  if  I  thought  the  or  the  press  and  radio 
public  welfare  would  be  served 

by  the  picture,  broadcast  or  the  burden  on  the  other  side.” 
teleca.'Jt,”  Mr.  Steinmann  said.  The  remedy  is  not  to  lower 

an  iron  curtain  around 
facts  as  they  develop  in  a  given 
court  case,  he  declared.  But 
rather  he  called  on  the  bar  to 
police  its  own  membership  and 
the  press,  through  its  organiza¬ 
tions  and  individual  self-disci¬ 
pline,  to  “refrain  from  going 
overlward  in  sensational  cases.” 


Truck  Drivers’  Party 

Des  Moines 
The  Des  Moines  Register  and 
Tribune  paid  tribute  Oct.  10  to 
some  of  the  truck  drivers  who 
travel  more  than  90,000  miles 
a  week  on  distributing  routes. 


Shouldsr  higfc  ( 
panel  bring*  Me  \ 
CMifrel  of  upper  ] 
ceier  cylbnlere  i 
.4»  pre«>  reem  Rear.' 


.  .  .  Including  Metro's  idea- 
pocked  PIUS  BUSINESS,  which 
comes  with  every  edition.  Write 
us  or  ask  our  representative  to 
show  you  these  other  proven 
tinoge  building  services; 

•  Metro  Deportmenl  Store  Service 

•  Fashion  Review  Service 

•  Greater  Sale*  Service 

•  Metro  Jewelry  Service 

•  Metre's  Super  Food  Service 

,  r.  And  fflony  other  supplementory 
services  thot  mean  INCREASED. 
IINACE  tor  your  newspaperl 


coumifOi 


=*afandanl  on  Meodflner  prestogt' 

TffI  GOSS  PRINTING  PRiSS  CO 

.$.yQutina  St.,  Chkoge  R,  .Uhl 


Citizens  on  Wednesday  after¬ 
noon  and  Thursday  morning. 
About  20%  of  the  circulation  is 
now  paid.  The  boys  get  %c  a 
copy  for  each  giveaway,  and 
15c  of  the  35c-a-month  paid  by 
subscribers. 

Community  News 
The  giveaway  paper  rang^es 
from  8  to  24  pages  in  its  10 
editions.  Page  One  is  devoted 
entirely  to  community  news — 
different  for  each  edition — and 
there  is  news  throughout  the 
paper.  Some  national  advertis¬ 
ing  runs  through  all  editions, 
and  local  ads  can  be  run  in  as 
many  editions  as  the  merchant 
wants  to  cover. 

Paid  subscribers  also  get  the 
Citizen  Plus,  an  8-page  comic 
tabloid  and  4-page  full-size  sec¬ 
tion  containing  more  news  and 
features,  but  no  ads.  The  gim¬ 
mick  which  sells  the  Citizen 
Plus  is  a  Lucky  Dollar  contest. 
Merchant  advertisers  in  the 
Citizen  hand  out  the  lucky  dol¬ 
lars  in  change,  but  serial  num¬ 
bers  of  the  winning  dollars  are 
published  only  in  the  Citizen  | 
Plus. 

Mr.  Donosky’s  plans  for  the 
Citizen  Plus  have  been  slowed 
by  lack  of  syndicated  features. 
Most  syndicates  have  declined 
to  sell  him,  he  said,  until  he 
reaches  85%  paid  circulation. 

Mr.  Donosky  swung  his  ax  at 
other  wasteful  practices. 

In  Black  First  Time 
Last  February,  the  papers 
showed  a  profit  for  the  first 
time. 

Running  the  staff  of  100  em¬ 
ployees  is  Howard  Greenwood, 
Air  Commuter  executive  vicepresident  of  News 

In  January,  1953,  the  papers  Inc.,  who  had  sold  newspaper 
were  bought  by  three  North  advertising  in  Dallas  and  Hou- 
Texas  financiers:  D.  Gordon  ston. 

Rupe  Jr.  of  Dallas,  Charles  Managing  editor  is  a  Univer- 
Sammons  of  Dallas,  and  John  sity  of  Houston  graduate  and  a 
M.  Ferguson  Jr.  of  Fort  Citizen  veteran,  Wayne  Duddle- 
Worth.  ston.  With  three  reporters  and 

Mr.  Rupe,  who  previously  a  group  of  stringers  (which 
had  installed  Mr.  Donosky  at  cost  about  $100  a  week)  Mr. 
Aimiaid  Hosiery  to  put  it  back  Duddleston  covers  the  news  in 
on  its  feet,  asked  him  to  each  of  the  10  areas, 
shoulder  the  new  assignment.  Directing  advertising  on  the 
Mr.  Donosky  became  an  air  Citizens  are  Ben  Reno,  Douglas 
commuter.  For  21  months  he  McDonald,  George  Gaston,  Joe 
has  split  his  time  between  Dal-  McHale,  R.  J.  Campbell  and 
las  and  Houston.  Mrs.  Anna  May  Abbey.  In  the 

His  first  step  was  to  take  a  back  shop,  W.  T.  Samuel  is 
whack  at  the  $120,000-a-year  composing  room  foreman.  Jack 
it  cost  to  have  an  outside  firm  Curry  stereotype  foreman  and 
distribute  160,000  Citizens  each  Frank  Malcolm  pressroom  fore¬ 
week.  He  picked  a  30-year  man. 

newspaper  circulation  veteran,  Seven  Citizens  cover  Houston 
Harry  A.  Loftus,  to  develop  proper,  and  there  are  editions 
a  carrier  system,  then  begin  for  Texas  City,  “Brazosport,” 
the  long  task  of  converting  which  includes  Freeport,  Angle- 
from  a  giveaway  to  a  paid  ton  and  the  rest  of  Brazoria 
subscription  basis.  County,  and  Pasadena. 

Mr.  Loftus  now  has  a  crew  They  all  have  competition 
of  500  boys  who  deliver  the  from  dailies  and  weeklies. 


‘Dr.’  Donosky 
Rehabilitates 
Citizen  Group 


rated  now  un- 
der  a  plan 
whereby  its  12 
executives  in- 
i  ^  percent- 

age  of  their 

News,  Inc., 
exchange  for  a 
slice  of  the  pro- 

Donosky  fits.  A  similar 
plan  for  employees — all  on  a 
voluntary  basis — will  be  worked 
out  later. 

Behind  this  arrangement,  in 
effect  since  Oct.  1,  lies  the  story 
of  a  former  newspaper  execu- 
tive-turned-business  doctor,  who 
nursed  the  ailing  newspapers 
back  to  health  in  13  months. 
He  is  Myer  M.  Donosky,  former 
treasurer  of  the  Dallas  News 
and  now  president  of  Airmaid 
Hosiery  Mills  at  Dallas  in  ad¬ 
dition  to  his  duties  as  president 
of  News,  Inc. 

The  Citizen  Newspapers  were 
launched  in  1947  by  Glenn  Mc¬ 
Carthy  as  an  outlet  for  some 
of  the  millions  his  oil  wells  were 
bringing  in.  Losses  averaged 
$400,000  a  year. 
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Sutp«nsiQn  coach  with  panoromic  pictura 
windows,  porfoctod  oir  conditioning. 


bus,  with  raised  obsorvation  dack,  com- 
plot*  washroom.  Air  Susponsion  Rido. 


when  you  travel  by  Greyhound 
Scenicruiser  or  Highway  Traveler! 


Air  Suspension  Ride— is 

the  secret  shared  by  both 
these  newest,  smartest 
Greyhound  coaches.  Rub¬ 
ber-nylon  air  bellows  re¬ 
place  conventional  metal 
springs.  Compressed  air, 
“metered”  to  these  bellows, 
cushions  the  coach  against 
road  shock  and  vibration 
.  .  .  giving  you  the  world’s 
gentlest  highway  ride. 

Huge  picture  windows, 
complete  washroom  (on 
Scenicruiser) ,  perfected  air 
conditioning  add  luxury. 


MICK, 
and 
(led  « 
ustees 
,f  the 
evolu- 
serv- 
selfish 
patri- 
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Color  Comics  Ads 

{Continued  from  page  8) 


bined  circulation  of  about  50,- 
000.  The  Rio  Grande  Valley 
Group  charges  $281.75  for  a 
full  four-color  page  in  three 
Sunday  issues,  with  a  total  cir¬ 
culation  of  nearly  40,000. 
Southern  Funnypapers,  Inc. 
sells  a  full  page  for  $920  in  its 
six  papers,  which  have  a  total 
circulation  of  more  than 
76,000. 

To  some  advertisers,  more 
important  than  milline  cost  is 
the  flexibility  of  the  medium, 
enabling  advertisers  to  vary 
sales  appeals  to  meet  seasonal 
and  climatic  conditions.  At  a 
slight  additional  cost,  an  ad¬ 
vertiser  planning  a  nationwide 
campaign  in  color  comics  can 
tailor  his  message  with  sev¬ 
eral  different  pieces  of  copy 
on  the  same  schedule.  This  is, 
of  course,  not  practicable  in  a 
national  magazine  campaign. 

Pioneered  by  Hearst 

That  last  is  a  comparatively 
recent  development,  brought 
about  by  the  two  major  sales 
groups  and  by  Color  Produc¬ 
tion  Service,  Inc.,  of  New 
York,  which  handles  the  pro¬ 
duction  of  color  comics  adver¬ 
tising  pages  for  a  large  num¬ 
ber  of  dailies.  Also  of  recent 
origin  is  the  standardization  of 
colored  inks  and  reproduction 
techniques,  accomplished  by  a 
committee  of  the  American 
Newspaper  Publishers  Associ¬ 
ation  and  the  American  Asso¬ 
ciation  of  Advertising  Agen¬ 
cies.  It  has  largely  ended  a 
condition  that  was  irksome  to 
advertisers  who  expected  an 
accurate  picture,  and  not  a  bad 
approximation,  of  their  pack¬ 
age  in  the  printed  copy. 

Relatively  new  as  the  medi¬ 
um  is,  its  developers  have  been 
much  too  busy  with  selling  to¬ 
morrow's  business  to  bother 


t  lictiMif  Phzt  lilt  Wnr  Twt  28.  H  T». 


much  about  yesterday’s  histo¬ 
ry.  They  will  agree  that  it  got 
its  start  in  the  early  1930’s. 
Most  of  them  will  also  concur 
that  the  development  of  adver¬ 
tising  in  the  color  comics  sec¬ 
tions  was  suggested  by  the 
late  William  Randolph  Hearst 
quite  a  while  before  other  pub¬ 
lishers  (or  advertisers)  saw 
the  possibilities. 

It  is  believed  that  Mr. 
Hearst  first  suggested,  and 
then  directed,  that  color  be  sold 
in  the  pages  of  the  Hearst 
comics  supplements  prior  to 
1930.  In  1931,  the  first  color 
comics  advertising  did  appear 
for  Grape  Nuts  in  the  Hearst 
Comic  Weekly.  The  decision  to 
open  the  Comic  Weekly  to  ad¬ 
vertising  was  reached  in  Janu¬ 
ary,  1931. 

Hawley  Turner,  an  experi¬ 
enced  advertising  ^lesman, 
placed  the  story  before  Ralph 
Starr  Butler,  advertising  direc¬ 
tor  of  General  Foods  Corpora¬ 
tion.  It  is  recalled  that  Gen¬ 
eral  Foods  was  having  trouble 
with  the  sales  of  Grape  Nuts, 
one  of  its  oldest  products.  The 
sales  curve  no  longer  respond¬ 
ed  as  of  old  to  ladvertising 
stimuli. 

When  Mr.  Turner  placed  be¬ 
fore  Mr.  Butler  the  analysis  of 
Dr.  George  Gallup,  which  in¬ 
dicated  that  the  comics  were 
read  by  all  adult  members  of 
the  family,  as  well  as  children, 
and  told  him  that  space  in  the 
Comic  Weekly,  then  composed 
of  Hearst  Sunday  comics  sup¬ 
plements,  could  be  bought  for 
$16,000  a  page,  Mr.  Butler  de¬ 
cided  to  take  the  chance.  The 
first  “Egbert  Energy”  copy  in 
the  campaign  appeared  May 
17,  1931. 

That  broke  the  ice,  but  a  lot 
remained  to  be  done  before  col¬ 
or  comics  could  be  regarded  as 
a  practical  advertising  medium. 
For  one  thing,  in  1931  and 
1932,  few  advertisers  were 
thinking  in  terms  of  larger  ex- 
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penditures.  Starving  for  sales, 
few  of  them  could  afford  in¬ 
creased  promotion.  For  a  full 
year  after  the  General  Foods 
pioneer  experiment,  the  Comic 
Weekly  remained  the  only  or¬ 
ganization  offering  color  com¬ 
ics  in  a  group  of  newspapers 
as  a  package  for  firms  which 
needed  a  nationwide  market. 

Metro  Elnters  Picture 
Then  Metropolitan  Sunday 
New.spapers,  already  in  the  field 
with  Sunday  magazine  supple¬ 
ments,  decided  to  broaden  its 
scope  to  take  in  comics.  Lyman 
Worthington,  general  sales 
manager,  traces  this  develop¬ 
ment  to  mid-1932,  when  Ray 
Wilkin,  Harry  Korasch  and 
others  conceived  the  idea  of 
selling  the  “number  one”  mar¬ 
kets  and  the  best  newspaper 
mediA  in  those  markets  as  a 
package.  Metro  lined  up  a  re¬ 
presentative  group  of  member 
papers  and  established  a  rate 
structure  under  which  color 
comics  space  could  be  pur¬ 
chased  in  individual  newspa¬ 
pers,  in  part  of  the  group,  or  in 
the  whole  group.  Metro  began 
selling  comics  during  the  last 
six  months  of  1932  And  could 
point  to  an  excellent  12-months’ 
business  in  1933. 

“Advertisers  were  skeptical 
at  first,”  Mr.  Worthington  re¬ 
calls.  “Even  after  Quaker  Oats, 
one  of  the  first  to  be  convinced, 
got  several  million  box  top  re¬ 
turns  on  a  Metro  campaig^n 
offering  airplane  gadgets  to  the 
small  fry,  we  had  to  overcome 
plenty  of  obstacles.  Some  prac¬ 
ticed  users  of  color  in  na¬ 
tional  magazines  considered  the 
comics  an  undignified  medium 
for  their  sales  messages.  Copy¬ 
writers  and  account  executives 
didn’t  know  just  how  to  key 
their  clients’  advertising  to  the 
comic  surroundings.  We  all 
learned. 

“Even  today,  there  are  at 
leAst  two  schools  of  thought 
on  the  proper  use  of  comics  ad¬ 
vertising  space. 

“One  prefers  the  comic  strip 
technique,  with  characters  sim¬ 
ilar  to  those  familiar  to  the 
reader  selling  the  product.  An¬ 
other  thinks  it  best  to  use 
strong  displays  of  the  adver¬ 
tised  product,  making  the  read¬ 
er  conscious  of  the  package’s 
appearance.  Lately  there  has 
been  a  strong  trend  toward 
the  latter  display  type  of  copy. 

“Admittedly,  the  latter  has  a 
more  certain  attraction  for  the 
reader,  but  there  are  obstAcles 
there,  too.  If  your  advertise¬ 
ment  appears  every  other  week, 
or  every  four  weeks,  it  is  dif¬ 
ficult  to  maintain  continuity 
interest.  Each  piece  of  copy 
has  to  be  a  unit,  self-contained. 


And  the  display  enthusiasts  u. 
gue  that  the  audience  is  alresdy 
present,  with  plenty  of  enter¬ 
tainment  in  the  newspaper’s 
features.  Why  entertain  it 
further?  Get  right  down  to  the 
business  of  selling  the  mer¬ 
chandise.  Show  the  package, 
so  that  readers  will  recognise 
it  promptly  on  the  retailer’s 
shelf. 

News  Value  in  Product 
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“I  like  that  approach  myself, 
when  the  product  has  a  neuri 
value  of  its  own  and  the  cop;  - 
can  carry  a  good  display  pun^  I 
I  think  also  that  as  new  clai- 1 
sifications  come  along,  new  { 
techniques  will  be  evolved  for  1 
their  best  exploitation.  Ws  * 
have  by  no  means  exhausted 
the  fields  of  selling  and  men 
chandising  in  which  color  comics 
can  be  effective.  I  think  there 
is  a  real  future  in  color  comics 
advertising  for  such  lines  as  in- 
sur^nce,  soft  goods,  like  the  nev 
fabrics,  and  for  more  man; 
lines  of  hard  goods  which  have 
never  considered  this  medium." 

A  recent  issue  of  the  Chicago 
Sunday  Tribune  (July  25, 
1954)  carried  a  one-third  page 
for  Quaker  Puffed  Wheat  and 
Quaker  Puffed  Rice,  almost 
identical  in  character  with  the ! 
copy  that  pulled  several  mil-  * 
lion  box-top  returns  more  than  i 
20  years  ago  for  the  same  ad- 1 
vertiser.  J 

Puck — The  Comic  Weekly,  the  1 
other  major  package  selling? 
organization,  is  the  outgrowth 
of  the  original  Comic  Weekly 
grouping.  It  is  estimated  that 
these  two  organizations  book 
about  two-thirds  of  the  color  '< 
comics  advertising  currently 
running. 
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Production  Service 


Another  major  factor  in  color 
comics  advertising  is  the  Color 
Production  Service  Corporation, 
New  York,  which  was  formed 
in  1932  to  sell  color  in  new^ 
papers  to  national  advertisers, 
according  to  Charles  Petty, 
vicepresident.  When  the  boom 
in  color  comics  advertising 
came,  the  salesmen  had  little 
difficulty  in  selling  orders. 
Then  they  found  that  most  of 
their  client  newspapers  had  no 
facilities  for  handling  that  kind 
of  business.  With  color  com¬ 
ics  going  out  from  the  syndi¬ 
cates  in  full-page  form,  there 
was  no  place  for  copy  of  less 
than  full-page  size.  Soon 
afterwards,  page- size  comics 
were  shrunken  to  permit  one- 
inch  deep  strips  of  advertising 
along  their  feet.  Then  came 
half-page  and  third-page  com¬ 
ics,  but  even  that  development 
left  much  to  be  desired  from 
the  advertiser’s  standpoint 
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There  remained  the  problem  of 
registering  the  color  advertis* 
iiig  with  the  editorial  portions 
of  the  page,  and  no  modus 
operand!  had  yet  been  worked 
out  for  that. 

Color  Production  Service 
then  turned  its  primary  effort 
from  selling  space  to  devising 
methods  by  which  newspapers 
other  than  the  big  metropolitan 
Sunday  issues  could  publish  the 
new  color  comics  volume.  The 
original  staff  of  three  people 
has  now  grown  to  a  produc¬ 
tion  organization  of  25  headed 
by  Robert  A.  Travis.  This 
organization  undertakes  the  en¬ 
tire  job  of  color  comics  produc¬ 
tion  for  about  100  comic  sec¬ 
tions,  even  performing  art 
work  when  required. 

The  statistical  sample  on 
which  the  tables  and  chart 
herewith  are  based  consists  of 
Puck  —  The  Comic  Weekly, 
three  representative  members 
of  the  Metro  Basic  Group,  and 
three  newspapers  in  smaller 
cities  which  sell  space  through 
their  own  efforts  and  not  as 
part  of  a  national  package.  The 
figures  are  believed  to  be  accu- 
:  rately  indicative  of  the  comics 
i  newspaper  picture  nationally, 
i  One  of  the  “independent” 
I  newspapers  cited  in  the  tables, 
the  Columbus  (Ohio)  Dispatch, 
will  become  a  member  of  the 
Metro  Basic  Group  after  Jan. 
1,  1955.  It  has  been  one  of 
f  the  leaders  in  comics  linage  for 
most  of  the  past  10  years,  and 
pioneered  in  developing  retail 
volume  in  this  medium. 

An  Adaptation 

i  No  newspaper  advertising  ex¬ 
ecutive  would  argue  that  color 
comics  constitute  a  primary 
medium  for  advertisers.  This 
advertising  is  essentially  a 
magazine  technique  adapted  to 
a  special  newspaper  format. 

T^e  chart  depicting  the  up- 
and-down  course  of  general  and 
automotive  color  comics  adver¬ 
tising  since  1944  shows  that 
from  1945  to  1947  the  trend 
was  sharply  upward,  slacked 
somewhat  through  1948-49,  but 
continued  to  rise  in  the  auto¬ 
motive  field  until  1950.  Since 
1951  the  trend  of  general  ad¬ 
vertising  has  been  down,  while 
automotive  advertising  has 
moved  upward  consistently  in 
the  comics  since  1952. 

But  with  all  the  peaks  and 
valley,  the  comics  total  at  the 
end  of  1954  will  be  better  than 
:  30%  above  that  of  1945.  No 
one  familiar  with  the  comics 
field  expects  that  the  peak  has 
been  reached,  though  all  con¬ 
cede  that  there  must  be  a  defi¬ 
nite  top  limit  to  the  comics 
linage  that  even  a  large  news- 
I  paper  can  publish  in  one  issue. 


Comic  sections  must  retain 
their  essential  entertainment 
character  if  they  are  to  con¬ 
tinue  as  effective  advertising 
media.  That  means  a  ratio  of 
not  more  than  one-third  ad¬ 
vertising  to  two-thirds  features. 
Increasing  the  size  of  a  comics 
supplement  adds  tremendously 
to  production  cost,  without  a 
parallel  expectation  of  in¬ 
creased  circulation.  There  is 
also  the  possibility  that  a 
massive  comics  section  of  24 
or  more  pages  might  not  be 
as  well  received  as  one  of  half 
that  size. 

Some  Conclusions 

In  conclusion,  certain  facts 
stand  out  in  this  investigation 
of  the  color  comics  as  an  ad¬ 
vertising  medium.  They  are: 

Expertly  designed  advertis¬ 
ing  adds  to  the  entertainment 
value  of  the  comic  section. 
Readers  do  not  object  to  it  as 
an  intrusion  on  their  recrea¬ 
tion. 

Recent  experience  in  many 
cities  with  retail  advertising  in 
the  comics  has  upset  the  for¬ 
mer  belief  that  the  potential 
field  for  color  comics  advertis¬ 
ing  was  limited  to  perhaps  100 
firms  which  could  afford  a 
large  package  investment. 

No  longer  a  novelty  after 
more  than  20  years’  develop¬ 
ment  as  an  advertising  me¬ 
dium,  the  comics  have  carved 
out  a  special  place  for  them¬ 
selves  in  the  newspaper  struc¬ 
ture.  Originally  a  circulation 
builder  at  a  considerable  cost 
to  the  publisher,  they  have 
now  become  a  source  of  rev¬ 
enue  without  losing  any  of 
their  power  to  attract  and  hold 
readers  of  all  ages. 

To  attain  the  best  possible 
revenue  from  color  comics, 
non-metropolitan  publishers  are 
advised  (1)  to  demand  the 
highest  standard  of  printing 
possible,  either  in  their  own 
shops  or  in  that  of  the  con¬ 
tract  printer;  (2)  to  study  the 
application  of  color  comics  ad¬ 
vertising  to  the  sales  needs 
of  local  retailers;  (3)  to  keep 
a  regular  check  on  the  content 
and  the  local  popularity  of 
every  comic  feature. 

• 

Track  Hires  Swope 

Herbert  Bayard  Swope,  last 
executive  editor  of  the  New 
York  World,  has  been  retained 
as  public  policy  consultant  for 
Roosevelt  Racew'ay,  the  trott¬ 
ing  track  on  Long  Island,  at  a 
salary  of  $39,200  a  year.  James 
E.  Stiles,  former  publisher  of 
the  Nassau  Review-Star,  is 
chairman  of  the  board  of  a 
new  group  which  is  taking  over 
ownership  of  the  track. 
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Dayton  Writer 
Takes  Top  Award 

Mansfield,  Ohio 

Mary  Ellen  Wolfe,  staff 
writer  for  the  Dayton  Journal 
Herald,  won  top  honors  in  the 
1954  contests  sponsored  by  the 
Ohio  Newspaper  Women’s  As¬ 
sociation.  Out-of-state  judges 
scanned  some  337  entries. 

Miss  Wolfe  placed  first  in  the 
triple  entry  class,  showing 
three  different  types  of  writ¬ 
ing,  second  in  straight  news 
reporting,  and  third  in  features. 
She  also  had  honorable  men¬ 
tions  in  news  features,  inter¬ 
views,  and  public  service. 

Leading  the  field  in  compe¬ 
tition  for  papers  under  25,000 
circulation  was  Mrs.  Virginia 
L.  Cruikshank  of  the  Delaware 
Gazette.  She  had  a  first  for 
news,  second  for  news  feature, 
third  place  tie  in  column  writ¬ 
ing,  and  honorable  mentions  in 
features  and  interviews. 

Other  “best  writer”  awards: 

Straight  new  s — Katherine 

Sullivan,  Columbus  Citizen. 

Features — Rusty  Brown, 
Cleveland  Press,  and  Minnie- 
belle  Conley,  Bowling  Green 
Sentinel-Tribune. 

News  Features — Mary  Mc- 


Garey,  Columbus  Dispatch,  and 
Margaret  Dennis,  Findlay  Re¬ 
publican  Courier. 

Section — Jane  Kehrer,  Colum¬ 
bus  Citizen,  and  Gene  Schro- 
men,  Wooster  Daily  Record. 

Interview  or  personality 
story — Charlotte  Curtis,  Colum¬ 
bus  Citizen. 

Column — Mary  Peebles,  Can¬ 
ton  Respoaitory. 

Society  or  club  article — Paul¬ 
ine  Paffilas,  Akron  Beacon 
Journal. 

Article  in  specific  field — Hel¬ 
en  MacDonald,  Cleveland  Press. 

Critical  review  —  Margaret 
Ann  Ahlers,  Dayton  Journal 
Herald. 

Public  service  series — Elsie 
McKay  Cram,  Toledo  Blade. 

Cornwell  Succeeds 
Sloman  at  Monsanto 

St.  Louis,  Mo. 

Franklin  J.  (Cornwell  has 
been  named  director  of  adver¬ 
tising  and  sales  promotion  for 
Monsanto  Chemical  Company’s 
Merchandising  Division.  He 
succeeds  Michael  H.  Sloman, 
who  has  resigned  to  re-enter 
the  advertising  agency  business 
in  Columbus,  0. 

Joseph  R.  Larson  of  St.  Louis 
becomes  sales  promotion  man¬ 
ager  for  the  division. 
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Newspaper  Linage — 52  Cities 

(Compiled  by  EDITOR  &  PUBLISHER  from  Media  Record!  meainrementi) 


1954 

1953 

%of 

E&P 

Linage 

Linage 

1953 

Index 

Total  Advertising 

September  _ 

218,908,894 

219,558,143 

99.7 

104.1 

August  . . 

199,363,054 

198,647,497 

100.4 

106.6 

Year  to  date . 

1,868,339,853 

1,899,781,558 

98.3 

_ .  , 

Display 

September  _ 

167,858,418 

165,383,265 

101.5 

104.2 

August  . 

.  146,361,952 

142,094,831 

103.0 

104.0 

Year  to  date . 

1,414,022,388 

1,401,093,253 

100.9 

_ 

Classified 

September  . . 

51,050,476 

54,174,878 

94.2 

103.8 

August  _ _ 

53,001,102 

56,552,666 

93.7 

107.7 

Year  to  date . 

454,317,465 

498,688,305 

91.1 

-■ 

Retail 

September  . . 

126,444,187 

119,274,510 

106.0 

106.1 

August  . 

109,777,345 

105,622,821 

103.9 

106.1 

Year  to  date . 

1,020,644,788 

1,009,784,434 

101.1 

Department  Store 
September  . 

48,026,001 

46,416,009 

103.5 

103.6 

August  . 

42,674,934 

40,744,438 

104.7 

107.3 

Year  to  date . 

383,858,268 

381,074,536 

100.7 

, 

General 

September  . . 

28,981,411 

31,683,678 

91.5 

93.9 

August  . 

23,526,165 

23,034,109 

102.1 

101.1 

Year  to  date . 

259,930,267 

263,211,923 

98.8 

Automotive 

September  . . 

9,760,172 

11,910,355 

81.9 

110.4 

August  . 

10,780,588 

11,417,233 

94.4 

115.6 

Year  to  date . 

106,751,836 

103,155,333 

103.5 

_ _ 

Financial 

September  . 

2,672,648 

2,514,722 

106.3 

119.4 

August  . 

2,277,854 

2,020,668 

112.7 

123.5 

Year  to  date . 

26,695,497 

24,941,563 

107.0 

. . . 

Linage  Off 

0.3%;  Retail, 
Financial  Up 

Total  September  linage  in  52 
cities  measured  by  Media  Rec¬ 
ords,  Inc.,  was  clocked  at  218,- 
908,894  lines,  down  0.3%  from 
the  219,558,143  lines  registered 
in  September  1953.  For  the  year 
to  date,  linage  was  1,868,339,- 
853,  or  1.7%  under  the  1,899,- 
781,558  lines  measured  for  the 
like  period  last  year. 

Gains  for  September  were 
recorded  by  Retail,  including 
Department  Stores,  which  was 
up  6.0  % ;  Department  Stores, 
3.5%;  and  Financial,  6.3%.  To¬ 
tal  display  was  up  1.5%. 


AKRON,  OHIO 

1954  1953 

Beacon  Journal-E  ..  2,221,938  2,320,469 
•|Beacon 

Journal-S  .  815,769  781,322 


Grand  Total  _  3,037,707  3,101,781 

•Includes  AMERICAN  WEEKLY, 
38,623  lines  and  COMIC  WEEK¬ 
LY,  10,186  lines. 

{Includes  PARADE,  41,567  lines. 
ALBANY,  N.  Y. 
Knickerbocker- 

News-E  .  1,275,496  1,191,819 

Times  Union-M  ...  881,970  845,413 

Times  Union-S  ...  461,272  447,561 


Grand  Total  _  2,618,737  2,484,793 

Note:  TIMES-UNION 

1954 — 461,272  lines  includes  25,217 
lines  of  part-run  advertising. 
ALBUQUERQUE,  N.  M. 

Journal-M  .  1,138,796  1,242,918 

{Journal-S  .  333,959  323,250 

Tribune-E  .  1,169,695  1,192,384 


Grand  Total  _  2,642,350  2,768,652 

{Includes  PARADE,  41,557  lines. 
ANDERSON,  IND. 

Bulletin-E  .  901,122  840,386 

Herald-M  .  568,272  617,688 

Herald-S  .  180,365  178,923 


Grand  Total  _  1,649,759  1,636,897 

ATLANTA,  GA. 

Constitution-M  ....  1,227,210  1,333,684 

Journal-E  .  2,183.144  2,041,132 

••Journal  & 

Const.-S  .  667,717  664,467 


Grand  Total  _  4,078,071  4,039,283 

Note:  CONSTITUTION 

1954—1,227,210  lines  includes  8,233 
lines  of  part-run  advertising. 

1953 — 1,333,684  lines  includes  21,- 
899  li^es  of  part-run  advertising. 
JOURNAL 

1964 — 2,183,144  lines  includes  23,- 
295  lines  of  part-run  advertising. 
1953 — 2,041,132  lines  includes  21,- 
116  lines  of  part-run  advertising. 
••Includes  COMIC  WEEKLY.  17,686 
lines. 

ATLANTIC  CITY,  N.  J. 

Press-M  .  768,193  713,735 

Press-S  .  176,921  164,059 


Grand  Total  _  945,114  877,794 

BALTIMORE,  MD. 

•American-S  .  494,639  525,036 

News-Post-E  .  1,611,835  1,446,714 

Sun-M  .  1,186,436  1,312,267 

Sun-E  .  2,179,693  2,227,029 

tSun-S  .  1,069,760  1,067,198 

Grand  Total  _  6,441,362  6.677,244 

•Includes  AMERICAN  WEEKLY. 

38,623  lines  and  COMIC  WEEK¬ 

LY,  10,186  lines. 

tincludes  THIS  WEEK,  56,916  lines. 
BAYONNE,  N.  J. 

Times-E  .  426,617  428,856 


BINGHAMTON.  N.  Y. 

1954  1953 

Press-E  .  1,211,673  1,179,112 

Press-S  .  256,948  229,804 

Sun-M  .  352,678  367,876 


Grand  Total  _  1,820,299  1,776.792 

BOSTON.  MASS. 

American-E  .  694,049  669,937 

Record-M  .  766.566  721,704 

•Advertiser-S  .  292,712  307,921 

Globe-E  .  1,277,904  1,378,842 

Globe-M  .  1,062,790  1,048,105 

Globe-S  .  848,568  933,507 

Herald-M  .  1,214,234  1,227,226 

+Herald-S  .  987,887  1,012,488 

Traveler-E  .  1.661,797  1,758,155 

Post-M  .  797,339  718,022 

§Post-S  .  426,362  341,051 


Grand  Total  _ 10,020,208  10,113,958 

•Includes  AMERICAN  WEEKLY. 

38,623  lines  and  COMIC  WEEK¬ 
LY,  13,994  lines 

tincludes  THIS  WEEK,  55,915  lines. 
{Includes  PARADE,  41,557  lines. 
BUFFALO.  N.  Y. 

Courier  Exprtss-M.  1,127,578  1,072  684 
•Courier  Express-S  832,417  852,073 

News-E  .  2,479,104  2,544,223 


Grand  Total  _  4,439,099  4,468,980 

•Includes  AMERICAN  WEEKLY, 

38,623  lines. 

CAMDEN,  N,  J. 

Courier-Post-E  _  1,117,915  1,107,469 

CHARLOTTE.  N.  C. 

News-E  .  1,121,690  1,089,872 

Observer-M  .  1,397,545  1,332,803 

tObserver-S  .  676,389  677,698 


Grand  Total  ....  3.194,474  3.100,373 
tincludes  THIS  WEEK,  65,915  lines. 
CHICAGO.  ILL. 

Tribune-M  .  2,753,020  2,808.824 

Tribune-S  .  1,373,210  1,867,247 

tDaily  News-E  ...  1,788,007  1,747,865 

American-E  .  960,388  949,362 

•American-S  .  256,766  280,179 

Sun-Times-D  .  1,195,986  1,222,360 

{Sun-Times-S  .  302,600  322,349 


Grand  Totol  _  8,629,876  8,688,186 

Note:  1954—2,763,020  includes  635.- 
779  lines  of  part-run  advertising. 


1954  1953 

1,373.210  includes  812,807  lines  of 
part-run  advertising. 

256,765  includes  179,010  lines  of 
part-run  advertising. 
1963—2,808,824  includes  866,484  lines 
of  part-run  advertising. 

1,357,247  includes  816,545  lines  of 
part-run  advertising. 

280,179  includes  172,890  lines  of 
part-run  advertising. 

•Includes  AMERICAN  WEEKLY, 

38.623  lines  and  COMIC  WEEK¬ 
LY.  14,631  lines. 

tincludes  THIS  WEEK  56,915  lines. 
{Includes  PARADE,  41,557  lines. 

CINCINNATI.  OHIO 

Enquirer-M  .  1.619,627  1,441,648 

•tEnquirer-S  .  1,036,150  1,073,404 

Post-E  .  1,303,998  1,337.845 

Times-Star-E  .  1,252,350  1,347,750 


Grand  Total  _  6,212.125  6,200,647 

•Includes  AMERICAN  WEEKLY, 

38,623  lines. 

tincludes  THIS  WEEK,  55,915  lines. 
CLEVELAND.  OHIO 

Plain  Dealer-M  _  1,902.626  2,060,167 

•tPIain  Dcaler-S  ..  1,699,914  1,448,722 

News-E  .  738,134  760,391 

Press-E  .  2,434,934  2,377,087 


Grand  Total _  6,676,507  6,646.357 

•Includes  AMERICAN  WEEKLY, 

38,623  lines. 

tincludes  THIS  WEEK,  55,916  lines. 

COLUMBUS.  OHIO 

Dispatch-E  .  1,748,856  1,653,039 

Dispatch-S  .  827,482  869,343 

Citizen-E  .  724,043  668,993 

{Citizen-S  .  319,898  348,577 

Ohio  State 

Joumal-M  .  661,268  661,598 

Star-Weekly  .  70,640  70.670 


Grand  Total  _  4,362,187  4,262,220 

{Includes  PARADE,  41,557  lines. 
DALLAS,  TEXAS 

News-M  .  1,980,572  1,939,213 

tNews-S  .  633,867  679.425 

Times  Herald-E  ...  2,194.726  2.164,966 
•Times  Herald-S  ..  627,814  742,800 


Grand  Total  _  6,436.979  6,626,394 


1964  1{S| 

•Includes  AMERICAN  WEEKLT 
34.798  lines  and  COMIC  WEgc' 
LY,  18,957  lines. 

tincludes  THIS  WEEK.  65,915  ling, 
DAYTON.  OHIO 

Joumal-M  .  1,615,868  1,564  tti 

News-E  .  1.978,630  1.964.1« 

News-S  .  609,32  6  636,442 


Grand  Total  ....  4,203,714  4,164,444 
DENVER.  COLO. 

Rocky  Mt.  News-M  1.284,034  1,222,432 

{Rocky  Mt.  News-S  261,214  230,334 

Post-E  .  1.876.672  1,952.661 

Post-S  .  616.980  552.063 


Grand  Total  _  4,037,900  3.958^4 

{Includes  PARADE.  41,557  lines. 

DES  MOINES.  IOWA 

Register-M  .  647,526  692,008 

Tribune-E  .  830.879  858,304 

tRegister-S  .  619,966  573,013 


Grand  Total  _  1,998,361  2,124, 51T 

tincludes  THIS  WEEK.  65,916  lino, 

DETROIT.  MICH. 

Free  Press-M  .  1,187,227  1,340,046 

{Free  Press-S  _  401,481  370,431 

News-E  .  2,359,406  2.547,342 

tNews-S  .  961,336  1.003,042 

Times-E  .  1,177,238  1.363.061 

•Times-S  .  867,717  417,604 


Grand  Total  _  6,454.405  7,042,448 

•Includes  AMERICAN  WEEKLT, 
38.623  lines  and  COMIC  WEEK¬ 

LY,  12,727  lines. 

tincludes  THIS  WEEK,  65,915  lisa. 
{Includes  PARADE,  41,557  lines. 

DULUTH,  MINN, 

Herald-E  .  836,21  0  862.8r 

News-Tribune-M  . .  576.722  617.7M 

News-Tribune-S  . . .  412,935  402,300 


Grand  Total  _  1,825,867  1,882,034 

EL  PASO.  TEXAS 

Times-M  .  1,136,768  1,161,832 

STimes-S  .  400,310  434,104 

Herald-Post-E  _  1,180.844  1,246,24! 


Grand  Total  _  2.717.922  2,842,104 

{Includes  PARADE.  41,557  lines. 

ERIE.  PA. 

Dispatch-E  .  793.466  687,114 

6Dispatch-S  .  330,992  328,843 

Hmes-E  .  1,178,962  1,233,78: 

Times-S  .  272.830  236,794 


Grand  Total  _  2,576.250  2,486,047 

{Includes  PARADE.  41,557  lines. 

FORT  WAYNE.  IND. 
Journal-Gazette-M  .  1.073,760  1,111,402 
{Journal- 

Gazette-S  .  470,45  2  455,884 

News-Sentinel-E  . .  1,703,983  1,759,244 


Grand  Total  _  3,248,195  3,326,084 

{Includes  PARADE,  41,567  lines. 

FORT  WORTH.  TEXAS 
Star-Telegram-M  . .  745,249  800.131 

Star-Telegram-E  ..  1,643.617  1,666,244 
6Star-Telegram-S  .  668.865  639,924 

Press-E  .  671,099  740.802 


Grand  Total  _  3,628,820  3,847,114 

{Includes  PARADE.  41,657  lines. 
FRESNO.  CALIF. 

Bee-E  .  1,231,867  l,820.9fl 

Bee-S  .  390,462  401.731 

Grand  Total  _  1.622,319  1,722,691 

GARY.  IND. 

Post-Tribune-E  ...  1,477,691  1,458,844 

GLENS  FALLS,  N.  Y. 
Post-Star 

(See  Note)  .  704,195  649,312 

Note:  Post-Star  (m)  sold  in  com¬ 
bination  with  Times  (e). 

Linage  of  one  edition,  Post-Star 
(m),  only  is  given. 

GRAND  RAPIDS,  MICH. 
Press-E  .  2.136.813  2.063,037 

HARRISBURG,  PA. 

Patriot-M  .  1,277.913  1,313,674 

{Patriot-News-S  ...  279,041  313,(44 


Grand  Total  _  1,566.964  1,627,381 

Note:  News  (e)  carries  ssm« 

amount  of  advertising  as  PatiW 

(m). 

{Includes  PARADE,  41,667  lines. 
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HARTFORD,  CONN. 

1954  1963 

raar*nt-M  .  720.660  778.313 

.  653.477  667.718 

.  1.895.927  1,944.406 

Gnnd  Total  _  3.270.064  3.390.436 

{Includes  PARADE,  41.667  lines. 
HOUSTON,  TEXAS 
Chronicle-B  .......  2,430.119  2.376,600 

ichronicle-S  .  920,964  846.292 

.  1.715.175  1,604,635 

.poct-S  .  560.646  620,699 

Pi^E  .  909,550  920.662 

Grand  Total  _  6.536.443  6.268,678 

Non:  2,430,119  lines  includes  126,> 
461  lines  of  Part-Run  advertising. 
(Last  Year)  2,376.500  lines  in¬ 
cludes  115.921  lines  of  Part-Run 
advertising. 

‘Includes  AMERICAN  WEEKLY, 
34,798  lines, 

tlncludes  THIS  WEEK.  55.915  lines. 

INDIANAPOLIS.  IND. 

Hews-E  .  1,749.428  1,738,425 

ct,r.M  .  1,636.478  1,706,306 

tsUr-S  .  803.468  992,592 

Times-E  .  1,125,033  1.184,949 

|Times-S  .  385.994  389,982 

Grand  Total  _  5.700.401  6,012.264 

tlncludes  THIS  WEEK.  55.916  lines. 
{Includes  PARADE.  41,557  lines. 

JACKSON,  MISS. 

Clsrion-Ledger-M  .  745,376  771.031 

Clsrion-Ledger-S  . .  198,585  213,987 

Daily  News-E  _  782,952  764,024 

Daily  News-S  .  181.681  248.571 

Grand  Total  _  1.908,593  1.997.613 

JACKSONVILLE,  FLA. 

Times  Union-M  ...  1,370.380  1.860,973 
tTimes  Union-S  . .  446,576  500.515 

Grand  Total  _  1,816,956  1.861,488 

tlncludes  THIS  WEEK.  55.915  lines. 
JERSEY  CITY.  N.  J. 

‘Jersey  Journal-E  .  1,063,516  . 

#Jersey  Journal-North 

End-E  .  971,087 

#Jersey  Journal-South 

End-E  .  936,000 

‘Includes  119,058  lines  of  Part-Run 
advertising  in  1954. 

#Include8  Part-Run  Linage  in  1953 
which  cannot  be  segrt  gated. 

Note:  Direct  comparisons  for  1953 
not  available. 

JOHNSTOWN.  PA. 
Tribune-Democrat- 

Daily  .  1,084,031  1,172,928 

KANSAS  CITY.  MO. 

SUr-E  .  1,587.309  1,643,889 

SUr-S  .  909.292  845,589 

Times-M  .  1,512.509  1,457.343 

Grand  ToUl  _  4,009,110  3,946,821 

KNOXVILLE,  TENN. 

Joumal-M  .  561,687  495.996 

‘Journal-S  .  311,110  270,320 

News-Sentinel-S  ...  923,298  771,494 

(News-Sentinel-S  .  374,614  348,565 

Grand  ToUl  _  2,170,709  1,886,364 

‘Includes  AMERICAN  WEEKLY. 
38,623  lines. 

{Includes  PARADE.  41,557  lines. 
LITTLE  ROCK,  ARK. 

Arkansas  Gaxette-M  1,020,784  1,036,045 
{Arkansas  Gasette-S  352,866  340,570 

Grand  ToUl  _  1,373.650  1,376.616 

(Includes  PARADE.  41,657  lines. 

LONG  BEACH,  CALIF. 

Independent-M  _  1,335,679  1.271,320 

(Independent/Press- 

Telegram-S  .  630.128  479,107 

Press-Telegram-E  .  1,522,800  1,466,436 

Grand  ToUl  _  3,388.607  3,215,863 

Note:  INDEPENDENT 
1.335,679  lines  includes  148,720 
lines  Part-Run  advertising. 

(Last  Year)  1,271,320  lines  in¬ 
cludes  70,024  lines  Part-Run  ad¬ 
vertising. 

PRESS-TELEGRAM 
1,522,800  lines  includes  148,720 
lines  Part-Run  advertising. 

(Last  Year)  1,465.736  lines  in¬ 
cludes  70,024  lines  Part-Run  ad¬ 
vertising. 

iincludcs  PARADE.  41,557  lines. 


LONG  ISLAND.  N.  Y. 

1954  1953 

Newsday-Suffolk-E.  1,337,604  1,294,712 
Newsday-Nassau-E.  1.719,041  1,656,233 

Grand  ToUl  _  3,056,645  2,949,946 

LOS  ANGELES.  CAUF. 

Examiner-M  .  1,496,000  1,603,087 

*Examiner-S  .  713,181  740,149 


Times-M  . 

tTimes-S  . 

Daily  News-M  . . 
Herald-Express-E 
Mirror-E  . 


2,581,791  2,700,094 
1,299,022  1,310.485 
882.679  679,629 

1,276,660  1.255,174 
864.909  932.891 


Grand  ToUl  _  9,114.242  9,221,409 

Note:  1,299,022  lines  includes  115,- 
097  lines  Part-Run  advertising. 
(Last  Year)  1.310,485  lines  in¬ 
cludes  76,070  lines  Part-Run  ad¬ 
vertising. 

‘Includes  AMERICAN  WEEKLY. 
40,878  lines  and  COMIC  WEEK¬ 
LY,  12,097  lines. 

tlncludes  THIS  WEEK.  56.191  lines. 
LOUISVILLE.  KY. 

Courier  Joumal-M.  1,291,869  1,379,560 
Courier  Joumal-S  .  672,559  743,413 

Times-E  .  1,609,293  1,706,167 

Grand  ToUl  _  3.573.721  3.829,120 

MEMPHIS.  TENN. 

Commercial 

Appeal-M  .  1,928,361  1,813.529 

tCommercial 

Appeal-S  .  639,145  639.373 

Press-ScimiUr-E  ..  1,197,102  1,187.647 

Grand  ToUl  _  3.764.608  3.640,549 

tlncludes  THIS  WEEK,  55.916  lines 

MERIDEN.  CONN. 

Record  Journal 

(See  Note)  _  699,888  704,530 

Note:  Record  (m)  and  Journal 
(e)  are  sold  only  in  combination. 
Linage  of  one  edition.  Record 
(m)  only  is  given. 

MIAMI,  FLA. 

Herald-M  .  2,386,066  2  2(^8.083 

‘Herald-S  .  879,192  816,463 

News-E  .  1,140,783  1,069,369 

tNews-S  .  376.226  385,200 

Grand  ToUl  _  4,781.267  4.539,115 

Note:  HERALD 

1954 — 879,192  lines  includes  132.- 
919  lines  of  part-run  advertising. 
1953 — 816,463  lines  includes  68.- 
766  lines  of  part-run  advert'sing. 
•Includes  AMERICAN  WEEKLY. 
38,623  lines. 

tlncludes  THIS  WEEK.  65.915  lines. 
MILWAUKEE.  WIS. 

Sentinel-M  .  1.079,879  1,182,140 

‘Sentinel-S  .  290,136  876,284 

Joumal-E  .  2,907,135  2,994,834 

tJoumal-S  .  1,322,297  1.310,676 

Grand  ToUl  _  5.599,446  5.863,834 

♦Includes  AMERICAN  WEEKLY. 
38,623  lines  and  f^OMIC  WEEK¬ 
LY,  10,186  lines. 

tlncludes  THIS  WEEK,  56,915  lines. 
MINNEAPOLIS.  MINN. 

Tribune-M  .  1,372.112  1.462,351 

SUr-E  .  2,260,196  2,265.277 

tTribune-S  .  975,934  922,750 

Grand  ToUl  _  4.608,241  4.650,378 

tlncludes  THIS  WEEK.  66,915  lines. 
MODESTO.  CAUF. 

Bee-E  .  791,262  794,429 

MONTREAL.  CANADA 

tSUr-E  .  2,429,960  2,164.245 

Gazette-M  .  1.305.697  1,148,695 

La  Presse-E  .  2.668,108  2,294,740 

La  Patrie-E  .  156,211  166.091 

La  Patrie-S  .  229,522  239,836 

Grand  ToUl  _  6.789,498  6,013.607 

tlncludes  Weekend  Picture  Maga¬ 
zine,  92,006  lines. 

MUNCIE.  IND. 

Press-E  .  839,811  828,308 

SUr-M  .  777,621  786.343 

SUr-S  .  206,734  207,993 

Grand  ToUl  _  1,823,066  1,822.644 

NASHVILLE,  TENN. 

Banner-E  .  1,394,277  1,808,323 

Tennessean-M  .  1,347,640  1,282,304 

Tennessean-S  .  487,801  617,860 


NEW  HAVEN.  CONN. 

1954  1953 

Journal  Courier-M  .  475,453  422,549 

Register-E  .  1,448.731  1,468,630 

Register-S  .  420,209  442,749 

Grand  Total  ....  2,344,393  2,333,928 

NEW  LONDON,  CONN. 

Day-E  .  772,689  762,049 

NEW  ORLEANS,  LA. 
Tlmes-Picayune-M  .  2,154,006  1,993,154 
tTimes-Picayune  & 

SUUs-S  .  786.567  756,268 

Item-E  .  933,279  927,272 

•Item-S  .  318,214  290,951 

States-E  .  1,035,425  1,040,052 


Grand  ToUl  _  6,227, 

‘Includes  AMERICAN 
38,623  lines. 

tlncludes  THIS  WEEK 
NEW  YORK.  N. 

Times-M  .  1,776, 

Times-S  .  2.002, 

Herald-Tribune-M  .  950, 

tHerald-Tribune-S  .  763, 

Mirror-M  .  781, 

“Mirror-S  .  296, 

#New8-M  .  1,591, 

#News-S  .  1,116, 

Joumal-Ameriean-E  911, 
‘Journal-American-9  357, 

Post-E  .  1,047, 

Post-S  .  92, 

World-Tel.  &  Sun-E  1,003, 

Eagle-E  .  727 

Eagle-S  .  224, 


,491  6,007,697 
WEEKLY. 

55.915  lines. 

Y. 

,211  1,750,520 
,008  1,926,743 
,207  904,867 

.161  837,708 

,142  771,577 

.974  331,291 

.338  1,639,564 
.060  1,126,191 
,263  947,960 

,596  309,286 

,130  873,743 

.264  85,834 

,003  1,066,329 
.393  723,184 

.014  263,246 


Grand  ToUl _ 13,638,764  13,558,043 

Note:  Mirror-M 

This  Year — 781,142  lines  includes 
114,064  lines  of  part-run  advertis¬ 
ing. 

Last  Year — 771,577  lines  includes 
118,631  lines  of  part-run  advertis¬ 
ing. 

Mirror-S 

This  Year — 296,974  lines  includes 
88,840  lines  of  part-run  advertis¬ 
ing. 

Last  Year — 331,291  lines  includes 
94,116  lines  of  part-run  advertis¬ 
ing. 

News-M 

This  Year — 1,591,338  lines  includes 
801,709  lines  of  part-run  advertis¬ 
ing. 

Last  Year— 1,639,564  lines  includes 
858.076  lines  of  part-run  advertis¬ 
ing. 

News-S 

This  Year— 1,115,060  lines  includes 
766,266  lines  of  part-run  advertis¬ 
ing. 

Last  Year — 1,126,191  lines  includes 
758,008  lines  of  part-run  advertis¬ 
ing. 

J  ournal- American-E 

This  Year — 911,263  lines  includes 
92,996  lines  of  part-run  advertis¬ 
ing. 

Last  Year — 947,960  lines  includes 
64,651  lines  of  part-run  advertis¬ 
ing. 

Journal- American-S 
This  Year — 357,596  lines  includes 
38,378  lines  of  part-run  advertis¬ 
ing. 

Last  Year — 309,286  lines  includes 
18,909  lines  of  part-run  advertis¬ 
ing. 

‘Includes  AMERICAN  WEEKLY, 
38.623  lines  and  COMIC  WEEK¬ 
LY.  10.186  lines. 

“Includes  COMIC  WEELY,  7,840 
lines. 

tlncludes  THIS  WEEK,  75,585  lines. 


I  f  you  have  international  business 
interests  associated  with  publishing, 
printing,  advertising  or  commerci^ 
radio,  and  you  want  to  keep  in  touch 
with  those  activities  in  Australia  and 
New  Zealand,  read  Newspaper  News, 
the  national  monthly  business  news¬ 
paper  devoted  to  those  closely  re¬ 
lated  interests  of  "Down  Under." 


wiwriPAPER  NEWS^ii 


1 5  Hamllf OH  St.,  Syda*y  Aastralia 
AaDoal  SubscriptioB  to  U.  S.  $3.30, 
Writw  /ar  eempfa  eepp. 


1954  1953 

#Includes  SPLIT-RUN,  285,212  lines 
in  (M)  and  162,338  lines  in  (S). 
NIAGARA  FALLS.  N.  Y. 
Gazette-E  .  1,326.803  1,304,861 

NORFOLK.  VA. 

Ledger-Dispatch-E  .  1,361,127  1,307,343 
Virginian-Pilot-M  .  1,722,329  1,601,699 
tVirginian-Pilot-S  .  594,129  596,063 

Grand  ToUl  ....  3,677,585  3.505,105 
Non:  LEDGER-DISPATCH-E 

1954 — 1,361,127  lines  includes  51,- 
558  lines  of  part-run  advertising. 

1953 —  1,307,343  lines  includes  26,- 
282  lines  of  part-run  advertising. 

VlRGINIAN-PILOT-M 

1954 —  1,722,329  lines  includes  188,- 
952  lines  of  part-run  advertising. 

1953 —  1,601,699  lines  includes  19,- 
483  lines  of  part-run  advertising. 

VIRGINIAN-PILOT-S 

1954 —  594,129  lines  includes  68,024 
lines  of  part-run  advertising. 

tlncludes  THIS  WEEK  65.915  lines. 
OAKLAND.  CALIF. 

Tribune-E  .  1,620,076  1,648,609 

!Tribune-S  .  571,226  550,089 

Grand  ToUl  _  2,191,302  2,198,698 

{Includes  PARADE,  61,851  lines. 

OKLAHOMA  CITY,  OKLA. 

Oklahoman-M  .  941.935  956,906 

Oklahoman-S .  465,441  398,603 

Times-E  .  1,079,610  966,649 

Grand  Total  _  2,486,986  2,322,158 

Notb:  1,079,610  lines  includes  85,027 
lines  of  part-run  advertising. 

OMAHA,  NEBR. 

World-Herald  (see 

note)  .  1,269,961  1,297,607 

World-Herald-S  ...  613,127  679,829 

Grand  Total  _  1,883,078  1,877,436 

Non:  World-Herald  sold  in  combina¬ 
tion  (M)  and  (E),  linage  of  only 
one  edition,  (E)  is  given. 

(Continued  on  page  62) 


What's 
Going  on 
around  the 


GlOGr? 


n  r:'f -y 
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Quizdownf 


A  weekly  Boston  Globe  radio 
program  that  reaches  30,000 
Greater  Boston  youngsters 
each  year! 


Quizdown 


Grand  ToUl 


3,229,718  3,108,487 


VHIAUUWn  h  lust  one 
more  of  the  Globe’s  famous 
projects  for  youth ...  just  one 
more  example  of  the  Globe's 
famed  “youthful  touch.” 
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PASADENA.  CAUF. 

1954  1953 

Star-News-E  .  867,171  872,872 

|Star-News-S  .  315,392  288,442 

Grand  Total  _  1,172,663  1,159,314 

fincludes  PARADE,  41,567  line*. 
PAWTUCKET.  R.  I. 

Time>-E  .  1,0<M),488  1,046,380 

PEORIA.  ILL. 

Journal  (See  Note)  1,619,087  1,384,703 
fJoumal  Ster-S  ..  418,626  460,147 

Grand  Total  _  2,037,712  1,784,860 

Noth:  Journal  (E)  and  Star  (M) 
Bold  in  combination.  Linage  of 
onljr  one  edition.  Journal  (E)  i* 
given. 

Ilneiude*  PARADE,  41,567  lines. 
PHILADELPHIA.  PA. 

Bulletin-E  .  2,137,968  2,164,970 

•tBulletin-S  .  428,044  441,465 

Inquirer-M  .  1,738,397  1,911,098 

Inquirer-S  .  1,366,322  1,280,884 

News-E  .  467,102  415,608 

Grand  ToUl  ....  6,127,833  6,213,916 
•Includes  AMERICAN  WEEKLY, 

38.623  lines  and  COMIC  WEEKLY, 
18,664  lines. 

tincludes  THIS  WEEK  65.915  lines. 
PITTSBURGH.  PA. 
Post-Gazette-M  ...  997,646  1,080.879 

Press-E  .  1,692,171  1,766,676 

tPress-S  .  706,965  758,932 

Sun-Telegraph-E  ..  897,884  1,066,606 

•Sun-Telegraph-S  .  477,173  651,895 

Grand  Total  _  4,671,839  6,202,987 

•Includes  AMERICAN  WEEKLY, 

88.623  lines,  and  COMIC  WEEK¬ 
LY.  10,186  lines. 

tincludes  THIS  WEEK  66,916  lines. 
PORTLAND.  ORE. 

Oregonian-M  .  1,691,338  1,672,810 

•Oregonian-S  .  688,313  666,650 

Journal-E  .  1,351,668  1,396.952 

tJournal-S  .  337,323  414,720 

Grand  Total  _  3,968,642  4,051,132 

•Includes  AMERICAN  WEEKLY. 
40,878  lines  and  COMIC  WEEKLY. 
13,363  lines. 

tincludes  THIS  WEEK,  65,191  lines. 
POUGHKEEPSIE,  N.  Y. 

Nevf  Yorker-E  _  817,132  794,820 

New  Yorker-S  _  180,444  147,604 

Grand  Total  _  997,676  942,424 

PROVIDENCE.  R.  I. 

Bulletin-E  .  1,515,967  1,806,374 

Journal-M  .  870,110  742,685 

tJournal-S  .  669,390  582,641 

Grand  Total  _  2,965,467  3,130.600 

tincludes  THIS  WEEK  65,915  lines. 
QUINCY.  MASS. 

Patriot  Ledger-E  ..  790,009  709,811 

READING,  PA. 

Eagle  (See  Note)  .  1,106,794  1,157,805 
Eagle-S  .  245,349  239,016 

Grand  Total  _  1,362,143  1,396,821 

Note:  Eagle  (E)  and  Times  (M)  sold 
in  combination,  linage  of  one  edi¬ 
tion,  Eagle  (E)  only  is  given. 
RICHMOND,  VA. 

News  Leader-E  ...  1.704,576  1,692.106 
Times-Dispatcb-M  .  1,322,032  1,291,735 
tTimes-Dispatch-S  .  737,006  731,176 

Grand  Total  _  3,763,612  3,615,017 

tincludes  THIS  WEEK  66,915  lines. 
ROANOKE,  VA. 

Times-M  .  794,320  785,427 

ITimes-S  .  282,037  297,848 

World-News-E  _  833,332  795,625 

Grand  Total  _  1,909,689  1,878,300 

{Includes  PARADE,  41,557  lines. 

ROCHESTER,  N.  Y. 

Democrat  & 

Chronicle-M  .  1,628,676  1,606,000 

tDemocrat  & 

Chronicle-S  .  657.389  646,489 

Times-Union-E  _  1,762,385  1,636,094 

Grand  Total  _  3.943,850  8.788,683 

tincludes  THIS  WEEK,  55,915  lines. 


SACRAMENTO,  CAUF. 

1954  1953 

Bee-E  .  1,830,829  1,826,414 

Union-M  .  660,880  672,727 

Union-S  .  299,860  263,994 

Grand  Total  _  2,681,609  2,662,136 

ST.  LOUIS.  MO. 

Globe-Democrat-M  .  1,041,066  1,020,340 
•tGlobe- 

Democrat-S  .  543,082  661,661 

Post-Dispatcb-E  . . .  1,992,020  2,039,444 
iiPost-Dispatch-S  ..  961,169  918,892 

Grand  Total  _  4.687,817  4.689,887 

•Includes  AMERICAN  WEEKLY. 

38.623  lines  and  COMIC  WEEK¬ 
LY.  13,208  lines. 

tincludes  THIS  WEEK.  66,916  lines. 
{Includes  PARADE,  39,828  lines. 

ST.  PAUL,  MINN. 

Pioneer  Press-H  ..  1.148,242  1,236,114 

•Pioneer  Press-S  ..  787,418  804,463 

Dispatch-E  .  1,570,061  1,738,472 

Grand  Total  _  3,606.711  8,778.049 

•Includes  AMERICAN  WEEKLY. 

88.623  lines. 

ST.  PETERSBURG.  FLA. 

Times-M  .  1,731,632  1,269,863 

{Times-S  .  466,228  479,161 

Grand  Total  -  2,187,760  1,748,624 

{Includes  PARADE,  41,667  lines. 

SAN  ANTONIO.  TEXAS 

Espress-M  .  1,380,148  1,093,741 

tExpress-S  .  626,626  658,911 

News-E  .  1,492,691  1,409,022 

Light-E  .  1,641,062  1,637,948 

•Light-S  .  608,109  613,663 

Grand  Total  _  6,397.626  6.113.186 

•Includes  AMERICAN  WEEKLY, 
34.798  lines  and  COMIC  WEEK¬ 
LY,  10,186  lines. 

tincludes  THIS  WEEK.  66,916  lines. 
SAN  DIEGO.  CALIF. 

Union-M  .  1,314,705  1,318,939 

{Union-S  .  604.369  671,407 

Tribune-E  .  1,761,176  1,720,841 


SOUTH  BEND,  IND. 

1954  1953 

Tribune-E  .  1,351,069  1.417,286 

Tribune-S  .  462,070  688,783 

Grand  Total  _  1,813,189  2,006,019 

SPOKANE.  WASH. 
Spokesman- 

Review-M  .  802,162  771,167 

tSpokesman- 

Review-S  .  601,642  616,798 

Chronicle-E  . 1,126,189  1,062,489 

Grand  Total  _  2.429,933  2,3.39,464 

tincludes  THIS  WEEK,  65,191  lines. 
STOCKTON.  CAUF. 

Record-E  .  1,299,989  1.869,678 

SYRACUSE,  N.  T. 
Herald-Joumal-E  .  1,760,890  1,766,218 
•{Heraid- 

American-S  .  679,201  615,226 

Post-Stan  dard-M  ..  926,857  986.016 

Post-Standard-S  . .  280,678  642,401 

Grand  Total  _  3,646,121  8,897,864 

•Includes  AMERICAN  WEEKLY 

38.623  lines  and  COMIC  WEEKLY 
17,927  lines. 

{Includes  PARADE  41,667  lines. 

TACOMA.  WASH. 

News-Tribune-E  . .  1,336,646  1,278,492 
News-Tribune-S  . .  466,801  436,718 

Grand  Total  _  1,793,347  1,716,210 

TOLEDO,  OHIO 

Times-M  .  1,099,116  1,169.009 

Biade-E  .  1,788,254  1,880,080 

Blade-S  .  842,842  813,226 

Grand  Total  _  8.730,211  8,862,814 

TORONTO.  CANADA 
Globe  &  Mail-M  ..  1,321,901  1,216.689 

rieiegram-E  .  2,333,938  2,077,479 

Star-E  .  2,843.263  2,680,096 

Star  Weekly  .  126,274  114,626 

Grand  Total  _  6.626.366  6,987.838 

^Includes  WEEK-END  Picture  Maga¬ 
zine  92.006  lines. 


WHEEUNG,  W.  VA. 

1964  1951 

lnt«lligencer-M  . . .  828,328  817  im 

News-Register-E  ..  799,011  791  m 

{News-Register-S  862,868  SOoisR 

Grand  Total  ....  1.989,697  1,908, TM 

{Includes  PARADE,  41,667  lins*. 
WICHITA,  KAN. 

Beacon-E  .  1,114,865  1,228474 

Beacon-S  .  864,896  425,{li 

Eagle-M  .  1,443.907  1.268.48* 

Eagle-E  .  1,198,736  1,032  511 

{Eagle-S  .  460,922  400411 

Grand  Total  _  4,682,814  4,360,211 

{Includes  PARADE  41.667  lines. 

WESTCHESTER  COUNTY 
MACY  GROUP,  N.  Y. 

Mamaroneck 

Times-E  .  477,018  422,075 

Mt.  Vernon 

Argus-E  .  672,978  686,111 

New  Rocbelle  Stand- 

ard-Star-E  .  743,62  1  731,824 

Ossining  Citizen- 

Register-E  .  475,877  441,549 

Peekskiii  Star-E  343,114  368,687 

Port  Chester 

Item-E  .  633,208  604,797 

Tarrytown  News-E  472,376  468,969 

Yonkers  Herald 

Statesman-E  ....  764,143  666,892 

White  Plains  Reporter 
Dispatch-E  .  946,682  821,009 

Grand  Total  _  6.628,006  6.191,001 

WORCESTER,  MASS. 

Telegram-S  .  499.197  468,767 

Telegram-M  .  927,660  895,866 

Gazette-E  .  1,177.460  1.149,676 

Grand  Total  _  2,604,307  2,614.198 

YOUNGSTOWN,  OHIO 
Vindicator 

Telegram-E  _  1,297,671  1,330,698 

{Vindicator 

Telegram-S  .  696.669  746,004 

Grand  Total  _  1.993.130  2,076,602 

{Includes  PARADE  41,567  lines. 


Grand  Total  _  3,680,249  3.606,187 

{Includes  PARADE,  41,667  lines. 

SAN  FRANCISCO,  CALIF, 

Chronicle-M  .  846,339  969,042 

tChronicle-S  .  497,780  606,223 

Examiner-M  .  1,610,484  1,629,629 

•Examiner-S  .  710,760  706.058 

Call-Bulletin-E  _  720.298  726  013 

News-E  .  891,677  943,653 

Grand  Total  _  6,176,328  6,380,618 

Note:  497,780  lines  includes  16,409 
lines  Part-Run  advertising. 

(Last  Year)  606.223  lines  includes 
11,512  lines  Part-Run  advertising. 
•Includes  American  weekly  40,878 
lines  and  Comic  weekly  12,097 
lines. 

tincludes  THIS  WEEK,  65,191  lines. 
SAN  JOSE,  CAUF. 

Mercury-M  .  1,161,389  1,163,644 

News-E  .  1,256,861  1,323,492 

Mercury-News-S  . .  406,936  426.304 

Grand  Total  _  2,824,186  2.913,440 

SCHENECTADY.  N.  Y. 

Gazette-M  .  1,173,343  1,067,046 

Union-Star-E  .  1,009,839  921,250 

Grand  Total  _  2,183.182  1,978,296 

SCRANTON,  PA. 

Times-E  .  1,170,002  1,164,602 

SEATTLE,  WASH. 

Post- 

Intelligencer-M  _  1,166,400  2,204,336 

•Post- 

Intelligencer-S  _  627,777  682,768 

Times-E  .  1,713,770  On  Strike 

Times-S  .  607.887  On  Strike 

Grand  Total  _  4,004,834  2,887.094 

•Includes  AMERICAN  WEEKLY 
40,878  lines  and  COMIC  WEEKLY 
12,097  lines. 

SHREVEPORT,  LA. 

Joumal-E  .  946,082 

Times-M  .  1,063.793 

Times-S  .  282,349 

Grand  Total  _  2.282.224 

SIOUX  CITY,  IOWA 

Joumal- 

Tribune-E  .  906,770  914,116 

Journal-S  .  284,590  296,186 

Grand  Total  _  1,191,360  1.209,801 


TRENTON,  N.  J. 

Evening  Times-E..  1,148.392  1,221,981 
Times  Advertiser-S  262,624  242,279 

Trentonian-M  _  709,791  716.738 

Grand  Total  _  2,110,707  2,180,998 

TROY,  N.  Y. 

Record  (See  Note)  999,443  1,036,604 
Non:  Record  (M)  sold  in  combina¬ 
tion  with  Times-Record  (E).  Lin¬ 
age  of  one  edition.  Record  (M) 
only  is  given. 

TULSA,  OKLA. 

Tribune-E  .  1,622,118  1.673,916 

Wor'd-M  .  1,607,218  1,481,266 

World-S  .  475,012  484,442 

Grand  Total  _  3,704,348  3,639,613 

UNION  CITY,  N.  J. 

Hudson 

Dispatch-M  .  770.439  772,844 

UTICA,  N.  Y. 

Observer 

Dispatch-E  .  913,648  857,431 

Observer 

Dispatch-S  .  268,792  266,026 

Press-M  .  1,041,066  944,636 


Grand  Total  _ 2,223.396 

WASHINGTON,  D.  C. 
Times-Herald-D 

(Note)  . 

Times-Herald-S  ...  . 

News-K  .  1,138,699 

Post  & 

Times-Herald-M  . .  2,062,139 
•{Post  & 

1  .mes-Herald-S  . .  772,223 

Star-E  .  3,010,769 

tStar-S  .  871,418 


1,249,216 

428,074 

902,607 


628.394 

2,818,212 

842,267 


Grand  Total  _  7,846,248  8.363,659 

Note:  The  Washington  Poet  pur¬ 
chased  the  Times-Herald  on  March 
17.  1954. 

•Includes  AMERICAN  WEEKLY 
38.623  lines  and  COMIC  WEEKLY 
22  969  li'-es. 

tincludes  THIS  WEEK,  55,916  lines. 
(Includes  PARADE  41,667  lines. 
WATERBURY,  CONN. 

Republican-M  .  936,467  874,894 

Rcpublican-S  .  288,684  297,639 

American-E  .  1,140,920  1,099,986 

Grand  Total  _  2,365.061  2,272,419 


FIGURES  SUPPLIED  BY 
PUBLISHERS 

ABERDEEN.  S.  D. 
American-News-E  .  352,730  349,230 

American-News-S  .  140,686  134,470  ' 

Grand  Total  _  493,416  483,700 

ALTOONA.  PA.  ! 

Mirror-E  .  908,665  1,091.630  ' 

APPLETON,  WIS. 
Post-Crescent-E  ..  1,626,608  1,366,330 
BATTLE  CREEK,  MICH. 
Enquirer  and 

News-E  .  1,042,188  989,602 

Enquirer  and 

News-S  .  280,182  251,770 

Grand  Total  _  1,322,370  1,241,338 

BIRMINGHAM,  ALA. 

News-E  .  1,970,632  1,745,283 

News-S  .  663,463  698,302 

Poet'Herald-M  _  1,220,003  1,206,735 

Grand  Total  _  3,844.088  3.660,320 

BURLINGTON.  VT. 

Free  Press-M  _  746,620  764.258 

CANTON.  OHIO 

Repository-E  .  1,608,460  1,649.640 

Repository-S  .  687,216  611,174 

Grand  Total  _  2.196,676  2,260.720 

CASPER,  WYO. 

Tribune-Herald-E  .  492,800  468,854 

Star-M  .  268.634  182,140 

Tribune-Herald  £ 

Star-S  .  77.784  138.418 

Grand  Total  _  889.118  779,212 

DAVENPORT,  IOWA 

Times-E  .  1,109.080  1,107,498 

Democrat-S  .  334,292  812.424 

Democrat-M  .  746,550  781,200 

Grand  Total  _  2,189,922  2.201.122 

DAYTONA  BEACH,  FLA. 

News-E  .  509.261  493.853 

News-Joumal-S..  .  129.686  183.070 

Journal-M  .  484,978  466,708 

Grand  Total  _  1.123.925  1,098,111 

GRAND  FORKS.  N.  D. 
Herald-HES  .  697,611  663.443 

{Continued  on  page  64) 
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The  Year  Book 
...the  One  Book 

...the  Only  Book 


FOR  NEWSPAPERS  WHO  WANT 
TO  REACH  MAJOR  BUYERS  OF  SPACE 

More  and  more  national  advertisers  and  their  agencies 
are  leaning  harder  and  harder  on  the  365-day  usefulness 
of  the  EDITOR  &  PUBLISHER  YEAR  BOOK.  There 
are  many  solid  reasons  for  this — many  special  features 
of  the  YEAR  BOOK  that  are  available  in  no  other  single 
volume. 

Two  sections,  in  particular,  are  profitable  spots  for  you 
in  which  to  place  your  advertising.  One  is  the  Person¬ 
nel  Section,  highly  popular,  widely  used  by  buyers  of 
newspaper  space.  The  other — a  new  section  which  ap¬ 
peared  for  the  first  time  in  last  year’s  edition,  “Special 
Data  for  Buyers  of  Newspaper  Space.”  This  was  de¬ 
veloped  from  a  survey  among  the  Media  Buyers  Asso¬ 
ciation  of  New  York,  as  to  the  type  of  data  they  would 
find  most  useful. 

Perhaps  you’d  like  a  “double-header” — with  your  paper 
advertised  in  both  places.  But  in  any  event,  at  least  be 
in  one.  Regular  rates  apply.  Mail  your  reservation 
today. 


EQUIPMENT  ADVERTISERS,  SYNDICATES 
AND  OTHER  SERVICES  BELONG  HERE,  TOO 

There  are  a  lot  of  things  busy  newspaper  executives  just 
haven’t  the  time  to  read.  That  goes  for  the  editor  who 
buys  syndicate  material  ...  to  the  mechanical  “super” 
who  buys  equipment. 

But  they  both — and  lots  and  lots  of  other  newspaper 
people — have  time  to  read — and  refer  to — the  EDITOR 
&  PUBLISHER  YEAR  BOOK.  They  have  time,  because 
they  know  the  YEAR  BOOK  saves  their  time  in  a  dozen 
different  ways.  And  they  know  from  long  experience, 
it’s  complete  and  absolutely  reliable. 

If  ever  the  newspaper  business  had  its  own  encyclopedia 
— this  is  it.  Everything’s  here,  from  the  ground  up — 
press-room  and  mechanical  departments  right  up  to  the 
editorial  floor — where  features,  strips,  ideas  and 
colunms,  even  t)q)e  format,  are  decided. 

For  a  full  year,  every  working  day  through  1955,  your 
advertisement  in  the  YEAR  BOOK  will  sell  its  head  off 
to  newspaper  executives.  And  you  can  do  it  at  no  in¬ 
crease  in  E  &  P  rates.  Reserve  your  space  today. 


Editor  &  Publisher 

YEAR  BOOK 

Times  Tower,  Times  Square,  New  York  36,  N.  Y. 


Publithad:  February  25.  1955 
Deadline  for  Retervotiont:  December  31,  1954 
Final  Copy  Cleting:  January  10,  1955 

Transient  rates — pate,  $460.00;  half-paie, 
$260.00;  quarter-paie,  $145.00;  eiihth- 
paic,  $95.00;  or  contract  ratu  apply. 
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Wis.  Dairy  Festival 
Boosts  Sales,  Linage 


Chicago 

The  statewide  Wisconsin- 
newspaper  promoted  Fall  Dairy 
Food  Festival  has  again  dem¬ 
onstrated  the  importance  of 
“grass  root”  sales  promotion  on 
the  part  of  dailies  and  week¬ 
lies,  according  to  a  report  is¬ 
sued  this  week  by  the  Ameri¬ 
can  Dairy  Association. 

Wisconsin’s  Dairy  Food  Fes¬ 
tival,  following  the  same  gen¬ 
eral  pattern  as  the  Madison 
Festival  staged  last  May,  was 
conducted  by  110  communities 
in  the  state,  Oct.  1-9.  Newspa¬ 
pers  received  the  cooperation 
of  ADA  and  the  Wisconsin 
Agriculture  Department  in  pro¬ 
viding  editorial  and  point-of- 
sale  tie-in  material. 

As  was  the  case  last  May  in 
Madison,  when  the  Madison 
Newspapers  staged  a  Spring 
Dairy  Food  Festival  (E&P  May 
15,  p.  15),  the  Fall  Festival 
proved  to  be  both  a  linage 
builder  and  a  sales  producer. 

Newspapers  report  the  Fall 
Festival  promotion  has  helped 
them  set  the  stage  for  greater 
advertising,  year-around,  by 
dairy  processors,  as  well  as  by 
retailers. 

“Experience  gained  in  Wis¬ 
consin  during  October  will  help 
set  the  pattern  for  the  national 
June  Dairy  Month  campaign  in 
1955,”  says  ADA,  “a  campaign 
in  which  merchandising  will  be 
stressed  more  strongly  than 
ever  before.” 

ADA  announced  that  Michi¬ 
gan  and  South  Dakota  are 
planning  dairy  food  festivals 
for  January. 

The  results  can  been  gleaned 


from  the  following  ADA  report, 
based  on  plus  linage  figures 
submitted  by  Wisconsin  daily 
and  weekly  newspapers  to  date: 


lines 

Janesville  Gazette  .  11,354 

Marinette  Eagle-Star  .  1,147 

Madison  Newspapers  .  34,468 

LaCross  Tribune  .  5,600 

Beloit  Daily  News  .  8,400 

Oshkosh  Northwestern  ...  9,800 
inches 

Sauk  City  Sauk  Prairie 

Star  .  115 

Waupaca  County  Post  ...  97 

Waupun  Leader-News  ...  350 

Mazomanie  Sickle  .  30 

Black  Earth-Dane  Co. 

News  .  56 

Richland  Center 

Democrat  .  360 

Dousman  Weekly  Index  .  27 

Waukesha  Daily 

Freeman .  324 

Neillsville — Clark  Co. 

Press  .  472 

Ladysmith  News  .  560 

Chilton  Times  Journal  ...  264 

Appleton  Post  Crescent  187 
Lancaster — Grant  Co. 
Independent .  275 


Reports  from  retailers, 
wholesalers  and  distributors  in¬ 
clude  the  following: 

A  Mosinee  retailer  repoi’ted 
that  his  two  suppliers  of  milk 
and  cottage  cheese  had  an  in¬ 
crease  of  100%  over  normal  in 
their  sales  during  the  first 
weekend. 

A  Marshfield  dairy  reported 
a  20%  increase  in  sales. 

A  state-wide  wholesaler  for 
a  voluntary  chain  reported  a 
23%  increase  in  cheese  sales, 
10%  increase  in  butter  sales. 
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(Continued  from  page  62) 


GREEN  BAY.  WIS. 

1964 

1953 

Press-Gazette-E  . . . 

1,393,560 

1,243,522 

HUNTINGTON.  W.  VA. 

Advertiser-E  . 

1,067.465 

957,084 

Hrrald-Dispatch-M 

1,047.466 

945,446 

H<rald- 

Advertiser-S  . 

327,180 

293,817 

Grand  Total  . . . . 

2,442,110  : 

2.196,846 

HYANNIS 

.  MASS. 

Cape  Cod  Standard- 

Times-E  . 

369,292 

363,696 

KENNEWICK-PASCO-RICHLAND. 

WASH. 

Tri-City  Herald-E  . 

621,768 

465,773 

Tri-City  Herald-S  . 

91.653 

107,184 

Grand  Totol  . . . . 

713,321 

672,957 

UNCOLN.  NEB. 

Stor-M  . 

842,436 

828,380 

JournaLE  . 

813.932 

819,994 

Joumal-Stor-S  . . . . 

257,698 

291,704 

Grand  Total  .... 

1,914.066 

1,940,078 

MOLINE-ROCK 

ISLAND. 

ILL. 

Dispatch-E  . 

1,008.700 

1,016,696 

Argus-E  . 

946.613 

909,866 

Grand  Totol  . . . . 

1,966,313 

1,926,462 

NEW  BEDFORD.  MASS. 

Stondard-Times-E  . 

896,266 

913,570 

{Standard- 

Times-S  . 

211,895 

228,132 

Grand  Totol  . . . . 

1,108.161 

1,141,702 

{Includes  PARADE,  41,375 

(1954)  ; 

41.862  (1963) 

lines. 

OIL  CITY,  PA. 

Derrick-M  . 

478,440 

637,488 

Blizzard-E  . 

423,621 

499,322 

Grand  Total  . , . . 

902,061 

1,036,810 

PASSAIC.  N.  J. 

Herald*New8-E 

904.505 

926,036 

PENSACOLA,  FLA. 

Joumal^M  . 

713.468 

664,720 

News-Joumal-S  . . . 

198,964 

200,648 

News-E  . 

523,978 

601,622 

Grand  Totol  . . . . 

1,436,400 

1,366,890 

POTTSTOWN.  PA. 

Mercury-M  . 

826,202 

833,378 

SAUSBURY,  N.  C. 

Post-E  . 

686.390 

647,764 

Post-S  . 

184.786 

191,690 

Grand  Totol  . . . . 

771.176 

739,364 

SUPERIOR.  WIS. 

Telegram-E  . 

582,316 

607,602 

TEXAS  HARTE  -  HANKS 

NEWSPAPERS 

ABILENE 

Reporter-News-M 

689.108 

699,454 

Reporter-News-E 

.  696,528 

716.606 

Reporter-News-S 

281,862 

338,648 

Grand  Totol  ... 

.  1,667,498 

1,764,608 

BIG  SPRING 

Herald-E  . 

403,368 

388,062 

Herald-S  . 

.  111,656 

161,460 

Grand  Total  ... 

516.023 

649,602 

CORPUS 

CHRISTI 

Caller-M  . 

.  1,309,000 

1,200,402 

Times-E  . 

.  1,344,098 

1,206,716 

Callcr-Times-S  . . . 

.  421,232 

329,644 

Grand  Total  . . . 

.  3,074,330 

2,736,762 

DENISON 

Herald-E  . 

.  315.098 

367,206 

Herald-S  . 

96,889 

116,762 

Grand  Totol  . . . 

.  411,987 

483,968 

MARSHALL 

News  Messenger-E 

324,702 

334,162 

News  Messenger-S 

164,649 

173,962 

Grand  Total  . . . 

.  489,251 

608,104 

PARIS 

News-E  . 

.  325,468 

336,392 

News-S  . 

.  114,891 

122,092 

Grand  Totol  _ 

.  440,349 

468,484 

GREENVILLE 

1954 

Banner-E  .  161,800 

Banner-S  .  65,173 


Grand  Totol  _  216,973 

SNYDER 

Daily  News-E .  269,220  217,77, 


Daily  News-S .  89,222  72,94, 

Grand  Total  ....  368,442  290,71, 

ADVERTISING  LINAGE 
SERVICE 


AUGUSTA,  GA. 

Chronicle-M  .  876,670  861,32, 

Chronicic-S  .  248,93  1  233,469 

Herald-E  .  916,106  913,146 


Grand  Total  . , , .  2,040,607  2,007,928 
BLUEFIELD,  W.  VA. 
Teleerraph-M  (Note)  387,7  1  2  362,702 

Telegraph-S  .  152,382  168,302 


Grand  Total  . . . ,  640,094  621,004 

Note:  Telegraph  (M)  sold  in  com- 

bination  with  Sunset  News  (E). 
CHARLESTON.  W.  VA. 

Gazette-M  .  911.156  1,012,863 

Gazette-S  .  288,636  322,444 

Mail-E  .  831,668  852,182 

Mail-S  .  270,277  265,348 


Grand  Total  _  2,301,726  2,452,837 

COLUMBIA,  S.  C. 

Stete-M  .  821,696  821,667 

SUte-S  .  366,948  379,347 

Record-E  .  820,161  788,883 


Grand  ToUl  _  1,998,794  1,989,787 

FOND  DU  LAC,  WIS. 

Comm.-Rep.-E  _  669,163  668,866 

HAMMOND.  IND. 

Times-E  .  1,113,273  985,628 

Times-S  .  364,964  387,689 


Grand  Total  _  1,468,227  1,373,217 

HAVERHILL,  MASS. 

Gazette-E  .  666,236  634,739 

JAMESTOWN,  N.  Y. 
Post-Journal-E  .,.  978,123  1,063,682 

LAWRENCE.  MASS. 
Tribune-E  (Note)  .  827.447  797,466 

Note:  Tribune  (E)  sold  in  combina* 
tion  with  Eagle  (M). 

LOWELL,  MASS. 

Sun-E  .  639,426  629,134 

Sun-S  .  164,920  143,251 


Grand  Total  _  804,346  772,386 

LYNN.  MASS. 

Item-E  .  641,876  646,648 

Tel.-New8-E  .  468,941  413,220 

Tel.-News-S  .  146,163  132,197 


Grand  Total  _  1,256,969  1,092,066 

MONROE.  LA. 
World-M(Note)  ...  604,628 

World-S  .  172,826 


Grand  Total  _  777,363 

Note:  World (M)  sold  in  combina¬ 
tion  with  News-Star (E). 
PASADENA.  CALIF. 

Independent-M  _  926,461  846,723 

Independent-S  ....  229,686  220,363 


Grand  Total  _  1,166,046  1,067,086 

PATERSON.  N.  J. 

Call-M  .  856,308  900,210 

News-E  .  1,103,736  1,146,218 


Grand  Total  _  1,989,044  2,046,428 

SALEM.  ORE. 

Capitol  Jour-E  ..  1.046,522  694,069 

Oregon-Statc-M  .,,  824,413  684,117 

Oregon-Stote-S  _  157,211  138,010 


Grand  Total  _  2,028,146  1,416,186 

SCRANTON.  PA. 

Tribune-M  .  620,188 

Scrantonian-S  ....  320,360 


Grand  Total  ....  840,638 


SAN  ANGELO 

Stondard-M  .  665,490  773,696 

Times-E  .  662,746  770,126 

Stondard-Times-S  .  227,794  266,900 


Special  Section  Issued 

Toronto 

The  Toronto  Globe  &  Mail 
issued  a  10-page  section  Oct,  20 
for  the  re-opening  of  Yonge 
Street,  main  north-south  traffic 
artery.  The  street  had  been 
ripped  up  for  the  past  five  years 
in  connection  with  the  building 
of  the  rapid-transit  subway. 


Grand  Totol  ....  1,666,030  1,800,722  oi  me  rapiu-iransii  suoway. 
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photography 


79  Colleges  Carry 
Photography  Courses 


By  James  L.  Collings 

On  the  heels  of  an  invitation 
to  college  students  to  join  the 
National  Press  Photographers 
Association  as  affiliates  comes 
a  survey  showing  that  79  col¬ 
leges  and  universities  include 
photography  in  their  curricula. 

The  survey  was  made  by 
Marion  S.  Trikosko,  a  photog¬ 
rapher  with  the  department  of 
journalism,  Mississippi  South¬ 
ern  College,  Hattiesburg,  Miss. 

The  purpose  of  it  was  to  es¬ 
tablish  what  is  now  being  of¬ 
fered  by  other  schools  around 
the  country  and  to  use  this  in¬ 
formation  in  organizing  a  pho¬ 
tography  course  at  MSC. 

Mr.  Trikosko  said  he  learned 
from  61  replies  that  20  schools 
offer  one  course;  15  offer  2; 
9  offer  3;  2  offer  4;  2  offer  5; 
3  offer  6 ;  2  offer  7 ;  one  school 
offers  8,  and  one  offers  13. 

Mr.  Trikosko  found  that  on 
the  admittance  of  students  per 
course:  3  schools  accept  5  stu¬ 
dents  per  course;  16  accept  10; 
16  accept  15;  6  accept  20;  6 
accept  25;  2  accept  30;  one 
school  accepts  40;  one  accepts 
50,  and  four  put  no  limit  on 
the  number  of  students  ac¬ 
cepted  per  course. 

As  with  all  surveys,  there  are 
always  qualifications:  These 
figures  are  average,  not  specific. 
The  author  explains  that  some 
schools  set  no  limit  on  the  ele¬ 
mentary  course.  However,  they 
do  limit  the  number  of  students 
for  the  other  courses — there¬ 
fore,  only  the  approximate 
figures. 

Bookwise,  the  survey  revealed 
that  about  43  different  texts 
are  used,  with  “This  Is  Photo¬ 
graphy,”  by  T.  H.  Miller  and 
Wyatt  Brummitt,  the  most  pop¬ 
ular.  Second  in  rating  among 
the  readers  was  “Graphic-Gra- 
fiex  Photography,”  by  W.  D. 
Morgan  and  H.  M.  Lester. 
"Picture  Editing,”  by  Kalish 
and  Edom,  was  third. 

So  far  as  supplies  are  con¬ 
cerned,  the  inquiring  photo¬ 
grapher  was  told  that  in  40 
schools  the  students  furnish 
their  own  film,  paper  and 
flashbulbs,  with  the  school 
handing  over  free  the  chemi¬ 
cals  in  most  cases. 

In  15  cases,  the  schools  do 
the  furnishing,  and  39  of  them 
wid  they  made  no  lab  charges. 


In  the  other  21  schools,  the  fees 
varied. 

“Schools,”  he  wrote,  “can  al¬ 
ways  enlarge  their  student 
quotas  for  photography  courses, 
but  without  equipment  the 
quality  of  the  work  or  knowl¬ 
edge  received  will  be  reduced 
greatly.” 

On  the  average,  he  said, 
three  students  are  assigned  to 
one  camera,  and  the  schools 
offer  two  hours  of  lecture  and 
about  four  hours  of  lab  work 
per  week. 

With  academic  straight  face, 
the  author  has  these  lines  in 
his  report: 

“One  general  rule  which 
seemed  to  apply  to  all  dark¬ 
rooms  was,  ‘Keep  things  clean; 
put  things  back.’  ” 

Big  Fire,  Big  Play 

The  newspaper  matched  the 
size  of  the  fire  with  the  size  of 
its  pictures. 

Some  job.  The  damage  ($200,- 
000)  was  caused  the  night  of 
Oct.  19.  The  next  day’s  issue 
of  the  New  Rochelle  (N.  Y.) 
Standard-Star  contained  an  8- 
column,  16-inch-deep  front  page 
picture,  plus  inside  large  pic¬ 
tures. 

“Altogether,”  writes  Picture 
Editor  Laurance  Angel,  “a 
total  of  21  cuts  was  used. 

“The  response  from  readers 
was  tremendous.  To  me  it  was 
another  indication  of  the  in¬ 
creasing  importance  of  pictures 
in  commanding  the  attention  of 
busy,  TV-minded  readers.” 

lAPPA  President  Bilyeu 

The  Illinois  Associated  Press 
Photographers  Association  at 
its  latest  meeting  elected 
Charles  Bilyeu  of  the  Spring- 
field  State  Journal-Register 
president.  John  Mills  of  the 
Moline  Dispatch  was  named 
vicepresident.  W.  E.  Aydt  of 
the  Cairo  Evening  Citizen  is 
the  new  secretary-treasurer. 

St.  Louis  Joins  National 

The  St.  Louis  Press  Photo¬ 
graphers  Association  has  voted 
affiliation  with  the  National 
Press  Photographers  Associa¬ 
tion.  Art  Witman,  NPPA 
president,  is  a  member  of  the 
St.  Louis  PPA. 


$1,000  SMILES  flashad  by 
William  Pafrara,  Datroit  (Mich.) 
Naws  carriar,  and  his  mofhar  as 
Bill  displays  $1,000  chack  ha  won 
in  Pot-O-Gold  contasi  conducted 
among  the  paper's  7,480  carriers. 

Apology  Printed 
For  Court  Story 

Cincinnati 
The  Enquirer  published  an 
apology  this  week  for  having 
printed  a  story  that  a  $1,000,000 
libel  suit  filed  against  it  by 
Tom  McCarthy,  radio  station 
news  director,  had  been  dis¬ 
missed. 

Judge  Joseph  H.  Woeste  of 
Common  Pleas  Court  held  that 
all  papers  in  the  matter  were 
“confidential”  and  ordered  at¬ 
torneys  for  the  newspaper  to 
explain  the  incident.  Later  he 
accepted  the  published  apology 
which  said:  “The  unauthorized 
publication  of  the  proposed  set¬ 
tlement  statement  was  made 
through  a  misunderstanding  on 
the  part  of  one  editorial  execu¬ 
tive  that  the  settlement  and  dis¬ 
missal  of  the  suit  was  an  ac¬ 
complished  fact  and  that  the 
statement  had  been  prepared  for 
release.” 

The  story  appeared  in  one  edi¬ 
tion  and  many  copies  were  re¬ 
called,  the  Enquirer  said.  The 
libel  suit  involved  an  editorial 
on  the  subject  of  fluoridation. 

• 

Shead  on  Newsletter 

Washington 
Walter  A.  Shead,  former 
Washington  correspondent  for 
Western  Newspaper  Union,  has 
been  appointed  editor-in-chief 
of  the  Atomic  Energy  Guide- 
letter,  published  by  Vincent  F. 
Callahan  and  Frederick  Hollo- 
well,  former  newspapermen. 

• 

Faber  in  Tampa  Job 

Tampa,  Fla. 
William  B.  Faber,  formerly 
vicepresident  in  charge  of  tele¬ 
vision  for  Headley-Reed,  New 
York,  has  been  named  sales 
manager  of  WFLA-TV. 


Carrier  Tribute 
Contest  Winners 

Indianapolis 
Prize-winning  circulation 
managers  were  announced  this 
week  by  the  Newspaper  Boys 
of  America,  Inc.,  in  the  Annual 
Carrier- Ad  Tribute  Contest  for 
Newspaperboy  Day. 

Winner  of  first  of  three 
prizes  totaling  $80,  offered  by 
NBA  for  outstanding  Newspa¬ 
perboy  Day  salutes  to  carriers, 
is  William  J.  Raubinger,  circu¬ 
lation  manager.  Grand  Rapids 
(Mich.)  Press.  Second  prize 
winner  is  Herbert  F.  Gates, 
circulation  manager,  Vancou¬ 
ver  (B.C.)  Sun.  Third  prize 
goes  to  T.  E.  Lee,  circulation 
director,  Houston  (Texas) 
Chronicle. 

Three  special  prizes,  consist¬ 
ing  of  complimentary  subscrip¬ 
tions  to  the  NBA  Monthly  Car¬ 
rier  Ad-Mat  Service,  were 
awarded  to  Stanley  G.  Parsons, 
Visalia  (Calif.)  Times  Delta; 
Clyde  Reeves,  Oklahoma  City 
(Okla.)  Oklahoman  and  Times; 
and  W.  Richard  Upton,  Gas¬ 
tonia  (N.C.)  Gazette. 

• 

Anybody  for  Tennis? 

St.  Petersburg,  Fla. 
Retiring  from  big-time  tennis 
competition  because  of  an  arm 
injury,  Shirley  Fry,  27,  of 
Akron,  Ohio,  has  taken  a  job 
as  copy  girl  on  the  St.  Peters¬ 
burg  Times.  Miss  Fry,  ranked 
No.  3  nationally,  is  emulating 
the  No.  1  star  of  women’s  ten¬ 
nis,  Maureen  (Little  Mo)  Con¬ 
nolly,  who  worked  on  the  San 
Diego  (Calif.)  Tribune. 

• 

Rest  of  Bulletin 
Buildings  Sold 

Philadelphia 
Sale  of  the  three  remaining 
central  city  buildings  of  the 
Philadelphia  Bulletin  was  an¬ 
nounced  this  week.  The  news¬ 
paper  is  building  a  new  plant  at 
Thirtieth  and  Market  Streets. 

Albert  M.  Greenfield  &  Co., 
representing  the  Bulletin  Co., 
sold  the  10-story  Bulletin  Build¬ 
ing,  at  Juniper  and  Filbert 
Streets,  the  Bulletin  garage  at 
twelfth  and  Filbert  Streets  and 
the  engraving  building  at  1318 
Arch  Street.  The  total  price  for 
the  three  properties  was  $2,200,- 
000.  They  were  bought  by 
Towne  Investors  Co.  Inc.,  in¬ 
vestment  syndicate. 

The  Bulletin  Annex  was  sold 
to  the  Masonic  Lodge  recently 
for  $825,000. 


Editor  sc  publisher  for  October  30,  1954 


954 


65 


N.  J.  Editors 
Take  Raps 
And  Ribbons 

New  Brunswick,  N.  J. 

Once  a  year  the  editors  of 
New  Jersey’s  newspapers,  daily 
and  weekly,  submit  samples  of 
their  products  to  the  critical 
analysis  of  out-of-state  breth¬ 
ren,  then  gather  for  their  Bet¬ 
ter  Newspaper  Institute  and 
listen  to  the  verdicts. 

A  large  hall  on  the  Rutgers 
University  campus  was  the 
meeting  place  for  150  of  these 
working  journalists  Oct.  22 
(it’s  always  Friday — the  day 
after  most  of  the  weeklies  go 
to  press)  when  the  33rd  annual 
critiques  held  as  much  interest 
as  the  beribboned  exhibits  of 
papers  and  newspictures  that 
adorned  the  walls. 

John  R.  Clark,  editor  of  the 
Walton  (N.  Y.)  Reporter,  went 
through  a  score  of  rural  week¬ 
lies  and  pointed  out  shortcom¬ 
ings  as  well  as  prize-deserving 
techniques  of  layout,  typo¬ 
graphy,  etc.  Richard  H.  Tay¬ 
lor,  publisher  of  the  Rennet 
Square  (Pa.)  News-Advertiser, 


Cxs  two 

new 

POWER- PAKS 


ELECTION  COVERAGE  was  a  principal  topic  at  tha  news  clinic  of 
Chesapeake  AP  Association  at  Baltimore.  Taking  part  were:  Left  to 
right — Hugh  Hostetter,  Hanover  (Pa.)  Sun;  Bernard  J.  Smyth,  Dover 
Delaware  State  News;  D.  Philip  Young,  York  (Pa.)  Dispatch,  and  Col. 

_ Harry  Immel,  York  Dispatch. _ 


did  a  similar  job  of  exporting 
on  the  suburban  weeklies,  of 
which  NJPA  is  particularly 
proud.  The  daily  division  re¬ 
port  was  provided  by  I.  Z. 
Buckwalter,  general  manager 
of  the  Lancaster  (Pa.)  News¬ 
papers. 

Each  editor  received  a  score 
sheet  on  his  own  paper.  That’s 
how  thoroughly  the  judges  per¬ 
form  the  task  of  selecting  the 
ribbon  winners. 

Blue  ribbons  for  general  ex¬ 
cellence  were  pinned  on  the 
Cape  May  County  Gazette,  Sa¬ 
lem  Standard  and  Jerseyman, 


more  light 
less  weight 


STROBOFLASH  I 

Small  enough  to  clip  to  belt  or 
slip  into  pocket  .  .  .  weighs  only 
50  ounces  ...  SO  watt  seconcis 
...  a  1,000  flashes  from  dry 
batteries  .  .  .  lamp  mounting 
brackets  changed  instantly  .  .  . 
sturdy  Royalite  case  virtually 
unbreakable  ...  3  to  4  sec- 
' j  onds  between  flashes  .  ,  . 

j  guide  number  for  color  28  to 

35...  perfect  for  candid  work. 

Price  $89.00  plus  $15.90  for  bitUrles 

STROBOFLASH  III 

You  asked  for  a  bigger,  stronger, 
more  powerful  electronic  flash 
unit  .  .  .  Stroboflash  III  is  it  .  .  . 
200  watt  seconds  .  .  .  twice  as 
much  light  ...  5  to  6  seconds 
between  flashes  .  .  .  uses  same 
power  pack  bottom  as  Straboflash 
II  .  .  .  Vi "  higher  .  .  .  weighs  9 'A 
lbs.  .  .  .  electronic  triggering  .  .  . 
ideal  for  color  work,  guide  num¬ 
ber  56  to  70 . 

Price  $159.95  plus  $I7.9Q  for  bitterles 

•  Heads  and  cords  interchangeable 
with  Stroboflash  II  for  both  units. 


STROBO  RESEARCH 


MILWAUKEE  16 

WISCONSIN 


and  Hunterdon  County  Demo¬ 
crat,  in  the  three  rural  weekly 
classes. 

Ridgewood  Herald-News,  Ve- 
rona-Cedar  Grove  Times  and 
Glen  Ridge  Paper  repeated  pre¬ 
vious  victories  in  the  subur¬ 
ban  classes. 

In  the  tabloid  classification 
the  top  honor  went  to  the  Tea- 
neck  Sunday  Sun. 

Mr.  Buckwalter  declined  to 
award  a  general  excellence  bou¬ 
quet  in  the  daily  and  Sunday 
divisions.  His  “best”  citations 
were: 

Front  page — Newark  Eve¬ 
ning  News,  Plainfield  Courier- 
News,  Bayonne  Times,  Newark 
Sunday  News. 

Sports  page — Bergen  Eve¬ 
ning  Record,  Plainfield  Courier- 
News,  Bayonne  Times,  Newark 
Sunday  News. 

Editorial  page — Passaic-Clif- 
ton  Herald-News,  Paterson 
Morning  Call,  Long  Branch 
Daily  Record,  Ridgewood  Sun¬ 
day  News. 

Social  page — Passaic-Clifton 
Herald-News,  Paterson  Call, 
Bayonne  Times,  Newark  Sun¬ 
day  News. 

Display  advertising — Eliza¬ 
beth  Daily  Journal,  Asbury 
Park  Evening  Press,  Morris¬ 
town  Daily  Record,  New  Bruns¬ 
wick  Sunday  Times. 

Classified  advertising — New¬ 
ark  News,  Asbury  Park  Press, 
Morristown  Record,  New 
Brunswick  Sunday  Times. 

Photography  awards  were 
given  to  Louis  Tunno,  Pater¬ 
son  Evening  News;  Will  Gain- 
fort,  New  Brunswick  Daily 
Home  News;  and  Paul  De- 
Nucci,  Long  Branch  Daily 
Record. 

Writers  cited  for  the  best 
local  columns  were;  Newman 
Wright,  Passaic-Clifton  Her¬ 
ald  News;  Jake  Weiner,  Cam¬ 
den  Courier-Post;  Edward  S. 
Snyder,  Ramsey  Journal;  and 
Robert  Morrill  2d,  Ridgewood 
Herald-News. 


Comics  Book 
Code  Adopted 
By  Publishers 

A  Code  which  specifically  ■ 
spells  out  the  do’s  and  don’te 
for  comic  book  publishers  wai 
released  this  week  by  Judge 
Charles  F.  Murphy,  Code  Ad- 
ministrator  for  the  Comics  Mag- 
azine  Association  of  America. 
The  code,  adopted  unanimously 
by  members  of  the  Association,  ; 
includes: 

Scenes  of  excessive  violence  ^ 
shall  be  prohibited.  Scenes  of  I 
brutal  torture,  excessive  and  un¬ 
necessary  knife  and  gun  play, 
physical  agony,  gory  and  grue¬ 
some  crime  shall  be  eliminated. 

No  comics  shall  explicitly  pre-  ; 
sent  the  unique  details  .and 
methods  of  a  crime. 

No  unique  or  unusual  methods 
of  concealing  weapons  shall  be 
shown. 

Instances  of  law  enforcemott 
officers  dying  as  a  result  of  s 
criminal’s  activities  shall  be 
di.scouraged. 

All  lurid,  unsavory,  gruesonse  \ 
illustrations  sh,all  be  eliminated. 

Wherever  possible  good  gram¬ 
mar  shall  be  employed. 

Avoid  references  to  physical  ; 
deformities.  . 

All  characters  shall  be  depict-  f 
ed  in  dress  reasonably  accept¬ 
able  to  society. 

Females  shall  be  drawn  rejil- 
istically  without  exaggeration 
of  any  physical  qualities. 

Passion  or  romantic  interest 
shall  never  be  treated  in  such  l 
a  way  ^s  to  stimulate  the  lower  f 
and  baser  emotions.  i 


Cincinnati  Enquirer  \ 
Declares  30c  Dividend  | 
Cincinnati  |! 

Another  dividend  of  30  centi 
a  share  on  outstanding  common  p 
shares  has  been  declared  by  di-  M 
rectors  of  the  community-em-  |j 
ploye  owned  Cincinnati  Enq^i^  J 
er,  payable  Dec.  15.  A  similar  ^ 
amount  was  paid  last  year.  | 
Roger  H.  Ferger,  president  1 
Rnd  publisher,  reported  that  j 
earnings  for  the  fiscal  year  i 
ended  Sept.  30  were  more  thu 
$1  a  share.  Previous  fiscal  year  f 
earnings  were  $1.34  a  share.  1 


In  Centenary  Class  | 

Saratoga  Springs,  N.  Y-  j 
The  Saratogian,  a  Gannett 
newspaper,  celebrated  its  lOOtt 
anniversary  Oct.  26  with  al  | 
edition  of  102  pages.  | 
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^EDITORIAL 

With  or  without  ‘With’? 

By  Roy  A.  Copperud 

Only  citizens  vnll  be  eligible  for  permits  with  all  of 
them  to  be  issued  on  a  competitive  basis. 

Smith  was  struck  in  the  chest  and  right  hip  with  the 
third  shot  going  wild. 

The  United  States  ranks  ninth  in  infant  mortality  with 
Sweden  having  the  best  record. 

Sentences  of  this  ilk  are  as  thick  as  thistles  in  the  news 
columns,  and  about  as  easy  to  penetrate.  They  can  be 
figured  out,  all  right,  but  not  without  a  pause  after  with 
to  decide  which  way  the  wind  is  blowing. 


H.  Belew  Dies, 
Fort  Worth  BM 


If  you  want  the  grammar  of  it,  let’s  call  in  a  gram¬ 
marian,  Easley  S.  Jones,  the  author  of  Practical  English 
Composition,  who  describes  such  Mntfc-constructions  as 
nonrestrictive  adverbial  prepositional  phrases. 

But  the  main  points  are  that  witk-phrases  can  be  le¬ 
gitimate,  and  that  they  must  be  set  off  by  commas. 

Here  is  an  example  of  an  unobjectionable  totffc-phrase, 
which  unmistakably  bears  on  or  modifies  the  main  part  of 
the  sentence,  as  it  ought  to:  The  bandit  raced  through 
the  corridor,  with  the  police  gaining  slowly. 

Many  unth-phrases  seen  in  newspapers  are  clumsy 
substitutes  for  clearer  construction.  On  close  inspection, 
with  is  seen  to  be  introducing  elements  that  ought  to  be 
clauses.  TFttfc-phrases  are  used  sparingly  by  good  writers, 
because  they  seldom  fit  happily. 


Let  us  see  whether  a  little  carpentry  will  not  improve 
the  sentences  quoted  at  the  beginning: 

Only  citizens  will  be  eligible  for  permits,  all  of  which 
will  be  issued  on  a  competitive  basis. 

Smith  was  struck  in  the  chest  and  right  hip,  but  the 
third  shot  went  wild. 

The  United  States  ranks  ninth  in  infant  mortality. 
Sweden  has  the  best  record. 

The  moral:  If  you  must  use  untA-phrases,  put  commas 
in  front  of  them.  But  remember  that  a  sentence  contain¬ 
ing  this  construction  is  often  a  poor  job  in  the  first  place. 


Quirks  and  Quibbles 

People  who  read  things  not  tor  the  usual  reasons — 
pleasure  or  information — but  only  to  see  if  they  can  find 
any  mistakes  may  have  thought  they  saw  one  in  the 
spelling  kerosine,  which  appeared  in  a  national  advertise¬ 
ment  written  by  Eddy  Gilmore.  This  is  not  something 
Gilmore  brought  back  from  Russia,  however,  but  a  legiti¬ 
mate  variant  of  kerosene.  You’ll  have  to  go  to  an  un¬ 
abridged  dictionary  to  find  kerosine,  but  Webster  says  it 
is  preferred  by  some  technical  authorities — including, 
apparently,  Mr.  Gilmore. 


A  kittenish  reviewer,  after  giving  a  generally  rough 
time  to  the  movie  version  of  Brigadoon,  asked,  “Scots, 
wha’  this?” 

Sometimes  it  doesn’t  pay  to  get  cute.  Wha  in  Scots 
dialect  means  who,  not  what  or  what’s.  As  Robert  Bums 
put  it: 

Wha  will  be  a  traitor  knave? 

Wha  can  fill  a  cowa/nTs  grave? 

Wha  sae  base  as  be  a  slave? 

Wha,  indeed? 


g  Fort  Worth,  Tex. 

=  Homer  F.  Belew,  business 

g  manager  of  the  Fort  Worth 
g  Star-Telegram  since  1951,  died 
3  Oct.  28  in  a  local  hospital.  He 
S  was  63  years  old. 
m  Mr.  Belew  began  working 

I  with  the  Star-Telegram  in  1913, 
I  entered  the  Army  at  the  out- 
B  bre^k  of  World  War  I  and  then 
=  returned  to  the  newspaper  in 
I  1918  as  a  display  advertising 
g  salesman.  He  later  became  lo- 
g  cal  advertising  manager. 

I  A  past  president  of  the  Mid- 
B  west  Newspaper  Advertising 
B  Executives  Association,  Mr.  Be- 
m  lew  had  served  as  president  of 
1  the  Port  Worth  Advertising 
I  Club  in  1946  and  at  one  time 
I  was  director  of  the  10th  district 
3  of  the  Advertising  Federation 
■  of  America. 

g  At  his  death  he  was  a  per- 
B  manent  secretary  of  the  Texas 
B  Newspaper  Advertising  Mana- 
g  gers  Association. 

I  ©bttuarg 

J  Roy  R.  Wallis,  62,  editor- 
M  manager,  Lenoir  (N.C.)  News- 
I  Topic  for  the  last  20  years,  in 
B  Lenoir,  Oct.  22. 


g  Charles  D.  Mahoney,  53, 

B  managing  editor,  Lawrence 
I  (Mass.)  Sunday  Sun,  Oct.  25. 

B  *  *  * 

1  Einar  T.  Linden,  68,  circu- 

1  lation  manager,  Santa  Monica 

J  (Calif.)  Outlook  from  1931  un- 
%  til  last  August  when  named 

2  circulation  director,  Oct.  19. 

B  *  *  * 

1  Dorian  E.  Stout,  51,  since 

1  1941  a  copyreader  for  the  San 
§  Francisco  News,  Oct.  21. 

I  Robert  Burns,  43,  rewrite 


man  and  assistant  city  editor, 
Los  Angeles  Examiner,  Oct.  20. 

*  *  * 

Edgar  L.  Perry,  64,  weekly 
columnist  for  the  Albuquerque 
(N.M.)  Journal,  Oct.  18. 

*  *  * 

John  W.  LaRue,  55,  copy- 
reader,  Cleveland  Plain  Dealer, 
and  former  managing  editor  for 
the  Cincinnati  Enquirer,  Oct. 


Edwin  J.  Kennedy,  54,  edi¬ 
torial  staffer,  Chicago  Tribune, 
Oct.  26. 

*  «  * 

Thomas  Ching,  63,  former 
sports  editor,  Winnipeg  (Man.) 
Tribune  and  the  old  Winnipeg 
Telegram,  Oct.  26. 

*  *  « 

Garrett  Porter,  50,  former 
rewrite  man  for  United  Press 
in  New  York  and  former  staff 
writer  for  the  March  of  Time 
and  Voice  of  America,  Oct.  24. 

*  *  * 

Ralph  McCartney,  48,  edi¬ 
tor,  Leetonia  (Ohio)  Reporter 
and  past  editor  of  the  Carroll¬ 
ton  (Ohio)  Free  Press  Stand¬ 
ard,  Oct.  23. 

m  *  * 

John  Palmer  Gavit,  86  ex¬ 
managing  editor  of  the  New 
York  Post  from  1913-18  and 
vicepresident  and  director  of 
the  newspaper  from  1920-22, 
and  chief  of  the  Associated 
Press  Washington  bureau  from 
1909-11,  Oct.  27. 

• 

Newsprint  Ration  Cut 
By  British  Dock  Strike 

London 

The  prolonged  dock  strike 
has  compelled  a  25%  reduction 
in  allocation  of  newsprint.  The 
major  dailies  will  be  forced  to 
cut  to  an  average  of  six  pages, 
from  eight. 


Classified 


LINE  RATES  For  EACH  Consecntive  Insertion  i 
situations  wanted— (PsyakU  With  Order) 

4  tlmee  0  46e  line  each  insertion :  S  O  60e :  2  9  65c ;  1  9  tie 
Add  16e  for  Box  Service 

ALL  OTHER  CLASSIFICATIONS: 

4  times  9  90e  line  each  insertion ;  S  9  tSe ;  2  9  tl-00 ;  1  9  tl.lO. 
S  line  minimum ;  16e  additional  for  box  service. 

Deadline  Wednesday  2  P.M.  (After  last  mail). 

COUNT  SO  units  per  line,  no  abbreviations  (add  1  line  for  box  informs 
Uon).  Boxholders'  identities  bald  in  strict  confidence.  Replies  mailed 
daily.  Editor  A  Publisher  reserves  the  right  to  edit  all  copy. 

AnnOECC*  Editor  A  Pablisher  Clasaified,  1701  Tiasee  Tewer, 
MUI/KBaa.  New  York  S«.  New  York,  Phene.  BRyant  >-SISS. 
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CLASSIFIED 

SECTION 


See  preceding  page  for 
Classified  Rates,  Poli¬ 
cies,  etc. 


ANNOUNCEMENTS 


NEWSPAPER  SERVICES  1  MACHINERY  and  SUPPLIES 


Publications  for  Sale 


WRITE  for  our  free  Bulletin  of  West¬ 
ern  Newspaper  buys.  Jack  L.  Stoll  & 
Associates,  4958  Melrose  Avenue,  Los 
Angeles  29,  California. 


Press  Engineers 


SKIDMORE  &  MASON.  INC. 


Used  Press 


Publications  Wanted 


ERECTING 

MOVING 

DISMANTUNG 

661  W.  22nd  St.,  New  York  11,  N.  Y. 
PHONE  ORegon  6-7760 


ANNOUNCEMENTS 


DAILY  with  good  profit  record  in 
4500  to  8500  circulation  class.  Prefer 
midwest.  Buyer  has  sound  newspaper 
background.  Outright  sale  or  mutually 
satisfactory  arrangements.  Replies  con¬ 
fidential.  Write  Box  4433,  Editor  & 
Publisher. 


E.  P.  WALLMAN  A  CO. 
Machinists,  Movers,  Erectors,  Repairs, 
Maintenance,  Erections  all  types  of 
presses  Coast  to  Coast 
Tel.  S-4164  976  N.  Church  Street 

Rockford  Illinois 


it  Since  newspapers  constantly  sis 
replacing  presses  with  new  GOSS 
units,  we  usually  have  a  list  s( 
good  used  presses  available  or  whiA 
may  be  available  soon,  for  newsgs, 
pers  of  all  sixes. 

it  GOSS  engineers  can  adapt  sock 
equipment  to  your  specific  needs. 

★  CORRESPONDENCE  invited. 


Netvspaper  Brokers 


Business  Opportunities 


SALES,  Appraisals,  Management  Con- 
sultanU.  NEWSPAPER  SERVICE  CO., 
610  Georgia  Bank  Bldg.,  Atlanta,  Ga. 


JOSEPH  ANTHONY  SNYDER 
Western  Newspapers 
10150  Culver  Blvd.,  Culver  City,  Calif. 


★  ★  30  YEARS  on  the  Pacific  Coast. 
A.  W.  Stypes  &  Co.,  625  Market  St., 
San  Francisco  5,  California. 

LEN  FEIGHNER'TaGENCY 
A  33  Year  Successful  Brokerage  Rec¬ 
ord.  Courteous,  confidential,  i>ersonal- 
ixed  service.  Weeklies  and  dailies 
bought  and  sold,  anywhere.  Box  192, 
Mount  Pleasant,  Michigan. 


EX-PUBLISHER  will  consider  in¬ 
vest  as  inactive  partner  in  southern 
paper.  Write  confidential  to  Box 
4322,  Editor  &  Publisher. 


National  Advertising  Space 


SANDERS  roots  are  grassy 
96  years  as  local  news  sipecialists 
Test  Sanders  ABC  3,  Geneseo,  N.  Y. 


MASON-MOORE-TRACY,  Inc. 
Printing  Press  Engineers 
Machinists  and  Movers 
Web,  Offset,  Flat  Bed  Experts! 

We  will  move,  erect  or  repair  presses 
ANYWHERE 

28  E.  4th  Street,  New  York  3,  N.  Y. 
Phone  SPring  7-1740 


THE  GOSS 

PRINTING  PRESS  CO. 


6601  W.  31  Street  Chicago,  Illinois 


100  h.p.  AC  motor  drive  complete  with 
control  board.  76  h.p.  AC  motor  driro 
complete  with  control  board.  Also  M, 
35,  40  h.p.  AC  drives.  George  C.  Ox. 
ford.  Box  903.  Boise,  Idaho. 


I 


MACHINERY  and  SUPPLIES 


NEWSPAPER  SERVICES 


Composing  Room 


Circulation  Promotion 


•  • 

WE  List  Only  First  Class  Proiierties 
on  an  Exclusive  Basis.  Tell  Us  What 
You  Want  —  We’ll  Get  It  If  Possible. 
J.  R.  GABBERT 

3937  Orange  Riverside,  California 


WEEKLJHJS :  Get  action,  cash  with  the 
“Automatic”  subscription  plan.  Write 
The  DIAL  Service.  Detroit  1,  Mich. 


CONFIDENTIAL  INFORMATION 
Daily  Newspaper  Properties 
W.  H.  Glover  Co.,  Ventura,  California 


MID-WEST  Newspaper  Opportunities 
HERMAN  H.  KOCH 
2610  Nebraska  St.,  Sioux  City,  Iowa 


may  BROTHERS,  Binghamton,  N.  Y. 
Elstablished  1914,  Newspapers  bought 
and  sold  without  publicity. 


For  better  newspaper  properties. 
Good  selection  dailies,  weeklies. 
ODETT  &  OBETT,  Brokers 
P.  O.  Box  627,  San  Fernando,  Calif. 


Newspaper  Appraisers 


APPRAISALS  ANYWHERE  FOR 
Fire  Insurance,  Taxes,  Mergers,  Re- 

Slacement,  Purchases.  Refinancing, 
lortgage  Loans,  Liquidations,  etc. 


NEWSPAPERS 

CIRCULATION  IS  A  PROBLEM! 

We  are  an  organization  comimsed 
of  highly  trained  telei>hone  circulation 
salesmen,  and  men  highly  diversified 
in  all  phases  of  the  newspaiier  bu.si- 
ness. 

We  are  prepared  to  start  a  circula¬ 
tion  promotion  campaign  immediately 
through  a  new  and  dignified  method 
that  never  reflects  on  a  newspaper’s 
reputation  but  on  the  contrary  adds 
to  the  dignity  of  the  paper's  prestige. 

RESUL’TS  GUARANTEED— In  ex¬ 
cess  of  1000  units  iier  week  if  so 
desired. 

Please  feel  free  to  call  on  us  for  a 
personal  contact  and  a  brochure  of 
all  details,  no  obligation  on  yous  part. 
NATIONAL  SALES  SURVEY 
CORPORATION 
Box  4225,  Editor  &  Publisher 


UNOTYPES  AND  IN’TERTYPES: 

2 — #8  single  mag.,  #42641  and 
#46479 

1— #8  3-mag.,  #47963 
1— #31  4-mag..  #56407 
1 — Model  C  Intertyiie,  gas  pot,  I 
mag.,  #7018 

1— Model  G2  Intertype,  #16322,  with 
aux. 

8-page  Model  E  Duplex 
NORTHERN  MACHINE  WORKS 
323  No.  4th  ^reet 
Philadelphia  6,  Pa. 


COMPLETE  and  READY  TO  GO  M 
Page  DUPLEX  METROPOLITAR 
UNITYPE  with  Half  and  Quarter 
Folder,  Color  Striper.  2294“  cutoff, 
AC  Motor.  Complete  Stereo  consistine 
of  Mat  Roller,  Humidor,  Shear,  1| 
Turtles  and  Chases,  Electric  Scorchen, 
3000  lb.  Gas  Furnace,  Pump  and  Spout, 
Casting  Box,  Tail  Cutter,  Shaver, 
Chipping  Block,  Router.  Attractive^ 
Pric^  for  Immediate  Sale. 


BEN  SHULMAN 
ASSOCIATES 


600  Fifth  Ave.,  New  York  36.  N.  Y. 


FOR  SALE  —  Two  teletyi>e  perforat¬ 
ing  units  and  two  operating  units. 
Priced  for  quick  sale.  T.  A.  Davis, 
Pottsville  Republican,  Pottsville,  Penna. 


FLATBED— Model  "E"  -8  Page  Weh 
perfecting — variable  si>eed  motor — coss> 
plete  with  10  chases — in  operation— 
Sanford  Herald — Sanford.  Florida. 


FOR  SALE  —  Five  fonts  8  point.  No. 
264  teletype  Corona  with  Ebar  Bold. 
One  font  8  point.  No.  668  Corona  with 
Bold  Face  No.  2.  Priced  to  sell  quick. 
T.  A.  Davis,  Pottsville  Republican, 
Pottsville,  Pennsyvania. 


PRINTCRAFT 

REPRESENTATIVES 


277  Broadway  New  York  7,  N.  Y. 
“Newspaper  Plant  Specialists” 


Job  Printing 


NEWSPAPER — standard  or  tabloid. 
Composition  and  press  time  available. 
Modern  equipment,  iarge  work  force, 
deiiendable  service.  Centrally  located 
E^ern  Pennsylvania  plant.  Address 
inquiries  to  Box  4411,  Editors  &  Pub¬ 
lishers. 


LINOTYPE  MA’TS  SOLD.  Large  as¬ 
sortment  constantly  in  stock.  Request 
list.  Roth  200 'A  W.  24.  N.  Y.  C.,  11. 


70  FONTS  of  Linotype  mats  available 
due  to  Consolidation  of  2  plants.  Lud¬ 
low  machine  with  mats.  New  and 
used  equipment.  Write  for  Catalog. 
Foster  210  N.  Broad  Street,  Phila.  2, 
Pa.  LOcust  8-0990. 


Duplex  Unitubular 


Photoengraving  Equipment 


NEWSPAPER  VALUA’nONS 
Tax  and  all  other  purposes 
Experienced  court  witness 
Strict  confidence  observed. 

A.  S.  VAN  BENTHUYSEN 
446  Ocean  Ave.  Brooklyn,  N.  Y. 


Press  Identification 


NEW,  improved  windshield  “Press” 
Decals.  Sample  50  cents.  Decals,  781 
Pierpont  St.,  Rahway,  N.  J. 


“TASOPE  Camera  -  15”  Cooke  Lens, 
(Automatic  Diaphram  Control)  ;  Print 
Frame  -  14x17 ;  Whirler ;  Etching 

Machine ;  Gas  Burn-in  Stove ;  1  65- 

line  Screen ;  $500.00  as  is  and  where 
is.  LAKELAND  LEDGER.  Lakeland, 
Florida. 


GOSS 

STRAIGHTLINE  OCTUPLE  PRESS, 
4  deck  double  width,  23-9/16“  cut  off, 
A.C.  drive,  2  folders,  1  equipped  with 
94  fold.  Equipped  to  run  4  color  both 
sides,  top  deck  reversible  for  extri 
color.  Includes  electrical  and  stem 
equipment,  electric  paper  hoists,  extn 
rollers  and  spare  parts.  In  exceptios- 
ally  good  condition ;  can  be  seen  op«- 
ating.  Minneapolis  Shopping  Newi, 
Minneapolis  14.  Minnesota. 


4  units,  16-page  Duplex  Unitubolir 
with  AC  drive.  Color  cylinder.  Stsree 
type.  Now  available.  ' 

GEORGE  C.  OXFORD 

Box  908  Boise.  Idska 


Publications  For  Sale 


Syndicates  -  Features 


Press  Room 


GOSS  24  Page  Press 
Straightline — 8  decks 
AC  Drive  Stereo  Machinery 
HOE  82  Page  Press 
2  decks — 4  plates  wide 
Full  automatic  AC  Drive 
JOHN  GRIFFI’THS  CO..  INC. 

416  Lexington  Ave.  New  York  II 


WEEKLY  grossing  over  $60,000 ;  un¬ 
limited  expansion  possibilities.  Min- 
neapolis-St.  Paul  area ;  reasonable 
price:  $16,000  required.  Wayne  Peter¬ 
son,  Moorhead,  Minnesota. 


GROSSING  $70,000.  Net  $20,000. 
Northern-Eastern  weekly  newspai>er, 
40  pages,  3,300  circulation,  low  over¬ 
head.  One  of  the  best  printed  and 
most  attractive  weekly  newspapers  in 
the  Northeast.  Own  building  in  busi¬ 
ness  center.  Books  and  audit  available 
to  qualified  buyers.  Cash  requir^ 
$27,700.  Map,  publisher’s  statement 
and  sample  copies  upon  request.  MAY 
BROTHERS,  Binghamton.  N.  Y. 

IDAHO  EXCLUSIVE  WEEKLY  IN 
town  of  1700,  irrigation ;  gross  above 
$20,000 :  superbly  equipped ;  $21,000 

all  cash  or  $24,000  with  $5000  down, 
balance  10  years.  Bailey-Krehbiel, 
Box  88,  Norton,  Kansas. 


MUSIC  reviews  and  features  by 
established  critic.  Complete 
New  York  music  scene:  operas, 
recitals,  personalities,  concerts 
including  Philharmonic,  NBC, 
Boston,  Philadelphia,  Amster¬ 
dam,  Cleveland,  ^rlin  or¬ 
chestras.  Weekly,  fortnightly, 
monthly  service. 

Box  4450,  flditor  &  Publisher 


2  UNIT  SCOTT  PRESS 

16/32  Pages ;  Floor  f  ed ;  21 9k  “  AC 
Drive;  Complete  stereotype.  Priced 
low  for  Quick  Sale. 

BEN  SHULMAN  ASSOCIATES 

600  Fifth  Ave.,  New  York  86,  N.  Y. 


16-PAGE  Hoe  Web  Press,  two  !• 
page  2  plate  wide  units  with  hifk 
speed  folder,  A.  C.  motor  and  stereo 
type  equipment. 


Press  Engineers 

LORENZ 


Printing  Machine  Co.,  Inc. 
Printing  Press  Engineers,  Machinists; 
dismantle,  move  and  erect  anywhere. 
86-26—31  St..  Long  Island  City  6,  N.  Y. 
STillwell  6-0098-0099 


ALSO  IMMEDIATELY  AVAILABLE 
STANDARD  Duplex  Tubular 

12 — 16-20  and  24  Pages. 
SINGLE  WIDTH  Deck  Presses 

3  Deck  and  4  Deck — 23  N 
DOUBLE  WIDTH  Deck  Presses 

4  Deck— 219k-22%-23  9/16 
UNIT  TYPE  Presses 

2  to  60  Units— 219k-22%-23  9/16 
WRITE  US  YOUR  REQUIREMENTS 


Immediately  available. 
Thomas  W.  Hall  Co. 
Stamford,  Conn. 


WEBENDORFER  Offset  press.  4  coloB  J 


2  units,  8-82  pages,  86“  web  2294' 
cutoff;  folder  11%  by  179k:  11%  7 
8%".  Behrens,  427  2nd  Ave.,  N.  'Y.  C. 


DISMANTLED— MOVED— ERBXTTED 
Service — Maintenance — Repairs 


4  UNIT  HOE  PRESS 
and  22%“  double  folder,  steel  cylinders 
roller  bearing,  Kohler  reels. 

Press  can  be  seen  in  operation  at  the 


INLAND  NEWSPAPER  SUPPLY  Cft 
Midwest’s  largest  dealer 
Newspaper  presses,  typesetting  ms- 
chines  tought.  sold,  erected.  422  West 

8th,  Kansas  (jity  6,  Mo^ _ 

8  FULL  page  mat  rollers  for  sale,  esck 
has  AC  chain  driven  motors,  write  ia 
details  and  price.  George  C.  Oxford 
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HELP  WANTED 

Stereotype 

Circulation 

One  16-page  Hoe  unit,  condensed 
trpe.  22%  sheet  cut 

M  A  48  HOE  Web  Presses 

A26  VANDERCOOK  full  page  Proof 

Pros 

big  Chief 

114  ton  gas  furnace 
model  a  Intertype 
dural  Chases 
form  Tables 

Send  for  current  list 

THOMAS  W.  HALL  CO. 
Stamford,  Conn. 

MULTIPLE  newspaper  organization 
Chart  Area  12,  wants  experienced,  ag¬ 
gressive  manager  to  increase  paid  cir¬ 
culation,  decrease  costs  of  free  circula¬ 
tion  and  organize  distribution  company 
for  other  customers.  State  past  ex¬ 
perience  and  earnings.  Box  4336, 
Editor  A  Publisher. 

JOB  OPPORTUNITIES 

METROPOLITAN  NEWSPAPER 
Training 

WE  WILL  accept  one  or  more  quali¬ 
fied  Circulation  people  desirous  of 
bimic  and  advanced  training  in  news¬ 
paper  circulation.  The  prospect  held 
forth  is  permanence,  security  and  a 
well  rounded  circulation  career.  Ap¬ 
plicants  must  have  some  circulation 
experience,  high  school  or  better  edu¬ 
cational  background,  interest,  willing¬ 
ness  to  work,  be  mature  in  personal 
affairs  and  business  relations.  Reply 
Box  4235,  Editor  A  Publisher. 

^  USED  EQUIPMENT 

HESS  A  BARKER  Rotary  Shaver, 
puichased  new  in  October  1947. 

STANDARD  size  Champion  Power 
Baler  for  waste  paper  with  bin  size 
J4'  X  21"  X  48". 

ONE  Ostrander  Seymour  Saw,  bed 
lise  28"  X  37",  uses  8"  saw  blade, 
complete  with  2  h.p.,  3  phase,  1,740 
r.p.m.  AC  motor. 

ONE  Sweigart  Ideal  Printing  frime 
including  vacuum  pump  w:th  single 
phase  century  motor  1/6  h.p.,  1,'760 
r.p.m.,  110  to  200  volts,  60  cvcie. 

Win  Uke  plate  82"  x  2714". 

ONE  No.  1  Ostrander  Seymour  Photo 
Engraver’s  Beveling  machine  16"  x 
It*  with  graved-line  attachment,  style 
“C",  equipped  with  motor  220  V.D.C. 

ONE  Sweigart  Ideal  Vacuum  Printing 
Frame,  30"  x  40",  type  “B”  equipped 
with  power  plant  V.D.C. 

ONE  Ben  Day  Shading  Machine. 

ROSBACK  4-station  stitcher.  Model 
!10. 

FOR  DETAILS  and  further  informa¬ 
tion.  write  or  telephone  W.  L.  Swartz. 
Lancaster  Newspapers,  Inc.,  8  West 
King  Street,  Lancaster,  Pa.,  tele¬ 
phone  5261. 

Administrative 

CONTROLLER  for  Eastern  Seaboard 
newspaper  with  35,000  circulation. 
Excellent  opportunity  leading  to 

broader  management,  responsibilities. 
Send  complete  resume  to  Box  4410, 
Editor  &  Publisher. 

Classified  Advertising 

CLASSIFIED  Salesman  16,000  evening 
and  Sunday  needs  young  aggressive 
man  with  year  or  more  experience. 
Only  outside  man  with  plenty  potential. 
Salary  and  bonus.  Submit  leferences 
and  experience  to  Advertising  Man¬ 
ager  Box  4300.  Editor  A  Publisher. 

SOUTHERN  CALIFORNIA  —  Classi- 
fled  salesman  needed  for  13,000  ABC 
daily  in  pleasant  l^uthem  California 
community,  36  miles  from  Los  Angeles. 
Send  information  on  background,  avail¬ 
ability,  salary  requirements.  C.  R. 
Appleby,  The  Daily  Report.  Ontario, 
California. 

PONY  AUTOPLATE  easting  machine 
lor  211^"  cut-off  press  available  now. 
Also  44"  metal  pot  and  Pony  pump. 
Goorg*  C.  Oxford.  Box  903,  Boise, 
Idaho. 

CLASSIFIED  ADVERTISING  Man¬ 
ager  poet  open.  Southern  California 
3-time  weekly  group  five  newspa¬ 
pers.  _  Fastest  growing  area.  Must  be 
experienced.  Address  Miller,  Box  31. 
Covina.  California. 

Wanted  to  Buy 

NEWSPAPER  PRESSES 
COMPLETE  PLANTS 

BEN  SHULMAN  ASSOCIATES 

so#  Fifth  Avenue,  New  York  86,  N.  Y. 

Display  Advertising 

OPPORTUNITY- 

SECURITY— 

PROMINENT  BUSINESS  PAPER 
Home  Office  in  Chart  Area  2  requires 
a  SPACE  SALESMAN,  for  established 
Southern  Territory.  Young  go-getter 
with  newspaper  background,  familiar 
with  the  ^uth  and  Southwest. 

Position  can  lead  to  establishing  head¬ 
quarters  in  the  South. 

Salary — Bonus — Employee  Benefits 

IN  Applying  the  Quality  and  Quan¬ 
tity  of  material  will  help  greatly  in 
an  early  selection  of  the  man  we 
want !  Replies  will  be  held  in  strictest 
confidence.  Write  Box  4244,  Editor 
A  Publisher. 

ROBERTSON  17  galley  camera,  good 
ksu,  complete.  Quote.  Times-Gazette, 
Shelbyville,  Tennessee. 

DUPLEX  tubular  plate  router  com* 
pl*te  with  motor  drive  eQuipment. 
Fred  Conn,  The  Denison  (Texas) 
Herald. 

„  WANTED 

■AT  ROLLER,  Metal  pot,  pump.  Cast- 
tog  box.  Tail-cutter,  Shaver.  Chipping 
Block,  Scorcher  22.  %  Cutoff.  Also 

^y  Autoplate,  Ludlow  and  Goss  or 
Duplex.  Tompkins.  712  S.  Clark,  Chi¬ 
cago,  Illinois. 

WANTED  TO  BUY— 12  Type  high 
1.“**!  screw  lock-up  to  take  form 

J*  *  R2  .  Preferably  Duplex  type.  J. 

Barenbaum,  (^neral  Manager,  Mani¬ 
towoc  Herald-Times,  Manitowoc,  Wise, 

COMBINATION  advertising  and  news 
man.  Permanent  setup  for  right  man. 
Housing  available  reasonable ;  two 
weeks  vacation,  small  town.  In  Chart 
Area  2.  Give  full  details;  experience 
in  both  news  and  advertising ;  salary 
expected,  family;  draft  status,  etc. 
Box  4242,  Editor  &  Publisher. 

to  buy — One  frood  used 
tw-Hi  scorcher  28  9/16  inch  cut  off 
wa  24  chases  23  9/16  inch  cut  off. 

,M.  G.  Bachmann,  Ashland 
(Ohio)  Times-Gazette. 

HELP  WANTED 

EXPERIENCED  advertising  salesman, 
good  on  selling  and  layout,  willing  to 
leave  the  cold  North  and  come  to  the 
finest  city  in  mild  South  Mississippi. 
Family  man  preferred,  as  this  is  a 
permanent  position.  Write  box  4205, 
Editor  &  Publisher  giving  qualifica¬ 
tions  and  salary  requirements. 

Circulation 

SUBURBAN  prize-winning  weekly 
*>ui  10,000  circulation  in  one  of 
unat  suburbs  (Chart  Area  6)  in 
wants  circulation  man  for 
office^elivered  newspaper  today, 
'•frier  delivered  some  time  in 
^“‘fe-)  Ideal  opportunity  for  career- 
DinM  young  man.  We  require  imag- 
“stmn.  promotion-aptitude  and  en- 
“Usisam.  Write,  giving  age,  experi- 
salary  and  personal  informa- 
'•on.  Box  4414,  Editor  A  Publisher. 

EXPERIENCED  Display  Advertising 
Manager  for  small  northwest  evening 
daily.  Permanent  position  with  good 
chance  for  advancement  if  man  has 
real  ability.  Salary  plus  bonus.  Complete 
details  in  first  letter.  All  applications 
held  confidential.  Write  Box  4208, 
Editor  A  Publisher. 

editor  6c  publisher  for  October  30,  1954 


HELP  WANTED 


Display  Advertising _ 

NEW  ENGLAND  collese  city  p.m. 
daily  6000  ABC  wants  experienced 
man  for  backbone  in  display  depart¬ 
ment.  Starting  ISO  plus  expenses. 
Box  4202,  Editor  &  Publisher. 

WANTED  advertising  salesman  for 
old.  established  tri-weekly  in  South. 
Box  4236,  Editor  A  Publisher. 
“WANTED:  young  college  graduate  in 
journalism  who  knows  selling,  lay-outs 
and  national  advertising  on  good 
daily,  located  in  scenic  Southern  Oregon 
with  good  climate,  state  salary  ex¬ 
pected  and  experience,  write  Advertis¬ 
ing  Department.  Daily  Courier,  Grants 

Pass.  Oregon.” _ 

ALERT  YOUNG  man  who  wants  ex¬ 
perience.  Neighborhood  weekly,  urban 
area.  Stiff  competition,  lots  of  poten¬ 
tial.  Sell  ads.  help  circulation,  news. 
Good  references  required.  Enterprise, 
Box  188.  Mishawaka,  Indiana. 
ADVERTISING  SOLICITOR  —  young 
man  or  young  woman,  some  experi¬ 
ence  necessary.  Good  salary  to  start, 
opportunity  for  advancement.  West¬ 
ern  city  of  10.000  growing  rapidly, 
medical,  hospital  center,  two  colleges, 
oil  development,  wide  trade  territory. 
Address  Box  4409,  Editor  A  Publisher. 

DISPLAY  SALESMAN  wanted  f^ 
daily,  with  enough  experience  to  build 
new  accounts,  service  old  ones.  Salary 
and  bonuses.  Tribune,  Fort  Scott, 
Kansas. 

EXPERIENCED  SALESMAN  on  15.- 
000  daily  in  the  “sportsman’s  dream” 
part  of  Northern  Idaho.  Pleasant  com¬ 
munity,  mild  climate,  congenial  staff. 
Must  be  strong  on  selling,  layout  and 
copy.  Write  fully,  first  letter,  giving 
background.  references  and  salary 
requirements  to  Thelma  M.  Quist, 
Advertising  Manager,  Lewiston  Morn¬ 
ing  Tribune,  Lewiston.  Idaho.  Replies 
confidential. 


THIS  ADVERTISEMENT  U  addressed 
to  the  man  who  is  now  advertising 
manager  of  a  smaller  newspaper  or 
to  the  top  salesman  who  wants  to 
advance  to  greater  responsibilities. 

WE  HAVE  an  immediate  opening  for 
a  retail  staff  man  ;  a  strong  man  who 
is  well  qualified  and  fully  experi¬ 
enced  in  major  classifications. 

THIS  MAN  shoula  have  the  ability 
to  direct  personnel  and  to  assume 
responsibility,  as  his  next  step  will 
be  in  an  executive  capacity. 

TO  THIS  man  we  offer  an  excellent 
future,  and  a  better  than  average 
starting  salary. 

WE  ARE  good  newspaiier  men,  pub¬ 
lishing  a  forceful  second  newspaper  in 
a  highly  competitive  Metropolitan 
city  in  chart  area  6  .  .  .  if  you  feel 
that  you  would  like  to  join  in  an 
enthusiastic  staff  and  have  the  desire 
to  succeed,  write  immediately,  tell  all ! 
— Our  staff  knows  of  this  advertise¬ 
ment  and  your  reply  will  be  held  in 
absolute  confidence  and  your  appli¬ 
cation  will  be  acknowledged. 

Box  4438,  Editor  A  Publisher 


TOP-RANKING  newspaper  in  Chart 
Area  9  has  opening  for  top-notch  rep¬ 
resentative  in  Retail  Department. 
Pleasant  working  conditions  plus  lib¬ 
eral  salary  and  bonus  arrangement 
make  this  real  opportunity.  Write  all 
details  including  experience  and  refer¬ 
ences.  Box  4223,  Editor  A  Publisher. 
WANT  DISPLAY  MAN  on  weckfy 
in  lower  Rio  Grande  Valley,  south 
Tip  O’  Texas.  Semi-Tropical  climate, 
and  shirt  sleeve  weather  the  year 
‘round.’  One  man  ad  department 
starting  salary  $75.  week.  Will  pay 
more  the  minute  you  show  you  can 
do  the  job.  Publisher  is  former  Ad 
Man  knows  how  to  help  you.  Address 
W.  G.  Stanton,  Publisher,  The  Wes¬ 
laco  News,  Weslaco.  Texas. 


Editorial 


YOUNG  Journalism  graduate  to  Edit 
Connecticut  weekly.  Low  starting  sal¬ 
ary  with  substantial  raises.  Needed  at 
once.  Phone  or  Write  The  Thomaston 
Express,  Thomaston,  Connecticut. 


HELP  WANTED 


Editorial 


SOCIETY  EDITOR— with  weekly  or 
small  daily  experience  tor  growing 
daily  in  rapidly-expanding  community. 
Gather,  write  club,  church,  personal, 
feature  articles.  Write  full  details, 
giving  salary  expected  to  Daily  Herald, 
Fairborn,  Ohio. 

WIRE  EDITOR^iefer  person  with 
broad  general  education.  Experience 
not  absolute  requirement.  State  edu¬ 
cation,  experience,  references,  expect^ 
salary  in  first  letter.  R.  S.  Marvin, 
Beatrice,  Nebraska,  Daily  Sun. 


LUCID.  ANALYTICAL 
WRITER  WANTED 

EXCELLENT  newspaper  wants  to  add 
younger  writer  to  editorial  page  staff. 

FAST,  clean,  lucid  copy  eloquent  with 
facts  and  short  on  a^ectives. 

OPPORTUNITY  can  lead  to  Washing¬ 
ton. 


PLEASE  send  samples  of  writing 
which  will  be  returned. 

INTERESTED  in  all  details  your  aca¬ 
demic  and  professional  record  and 
background.  Your  inquiry  will  be  kept 
in  strictest  confidence  but  the  best  of 
references  will  be  wanted  before  final 
commitments  are  made. 

Box  4233,  Editor  A  Publisher. 


SMALL  Texas  daily  wants  native 
'Texan  newsman ;  no  sports.  Ability 
and  willingness  to  learn  could  sup¬ 
plant  experience.  Position  now  open. 
Give  Imckground.  references  and  de¬ 
sired  starting  salary  in  first  letter. 
Confidential.  Box  4250,  Editor  A  Pub¬ 
lisher^ _ 

WOMEN’S  EDITOR  —  Young  woman 
with  imagination  to  produce  attrac¬ 
tive  women’s  section  for  afternoon, 
Sunday  Rocky  Mountain  daily.  Must 
be  able  to  develop  picture  pages,  en¬ 
tertaining  features.  Practically  osrn 
loss,  pay  oi>en  depending  upon  ex¬ 
perience.  College  city  of  32,000.  While 
prefer  news  background,  would  accept 
imaginative  beginner.  Job  open  30-60 
days.  Box  4261.  Editor  A  Publisher. 
METROPOLITAN  Daily  esUblishing 
Bureau  at  once.  In  nationally  known 
summer-winter  resort  section.  Chart 
Area  2,  need  man  able  handle  teletype, 
2-8  experience,  car,  camera  essential. 
$60.  base  plus  bonuses,  pay  for  photos, 
car  allowance,  expenses.  Large  staff 
affords  ample  chance  to  advance.  Box 
4316,  Editor  A  Publisher. _ _ 

SOCIAL  EDITOR.  Experienced  woman 
able  to  write  well,  handle  make-up  and 
direct  staff.  Permanent  position.  Ap¬ 
ply  Personnel  Department.  Sacramento 
Bee,  Sacramento.  California.  _ _ 


LOOKING  FOR  A  FUTURE? 


EXPERIENCED  desk  and  slot  man 
by  suburban  New  York  afternoon 
daily.  Prefer  man  now  on  daily  of 
15  to  60,000  circulation.  Some  sports 
background  desirable  but  not  essen¬ 
tial.  Those  requiring  metroimlitan 
salaries  need  not  apply.  If  you  are 
looking  for  a  solid  future  in  a  grow¬ 
ing.  progressive  organization  where 
ability  is  recognized,  we  would  like  to 
hear  from  you.  Advancement  and  op¬ 
portunity  for  promotion  assured.  Top 
working  conditions,  5  day  40  hour 
week,  free  hospitalization  insurance. 

Box  4436.  Editor  A  Publisher. _ 

BEGINNING  WRITER  WITH  FARM 
BACKGROUND  wanted  to  head  news 
bureau  with  Chicago  dairy  farm 
equipment  company.  Need  not  be  col¬ 
lege  grad.  Some  travel.  Box  4453, 
Editor  A  Publisher. 


COPYREADER  —  Thoroughly  experi¬ 
enced  Copyreader ;  Midwest.  Starting 
salary  $1.39  per  week.  Reply  to  Box 
4413,  Editor  A  Publisher. 

GENERAL  Assignment  reimrter  South¬ 
ern  afternoon  daily.  Chart  Area  9. 
Prefer  Southerner  with  minimum  of 
three  years  experience.  Box  4432, 
Editor  A  Publisher. 
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HELP  WANTED 


Editorial 


EDITOR-WRITER 


ABLE  MAN  to  edit  natural 
history,  scientific  and  travel 
articles  for  popular  consump¬ 
tion  in  nationally  known 
masrazine. 


EXPERIENCED  feature 
writing  desirable.  Must  excell 
at  rewriting,  drawing  out 
authors  and  improving  stories : 
have  a  knack  for  writing  cap¬ 
tions  and  headlines. 


OPPORTUNITY  for 
vancement. 


IN  CONFIDENTIAL  resume, 
please  give  complete  informa¬ 
tion  on  education,  imsitions 
held,  bibliography  of  works, 
domestic  and  foreign  travel 
and  salary  requirements.  Pre¬ 
ferably  not  over  32  years  of 
age. 


Box  4400,  Editor  &  Publisher 


COMBINATION  advertising  and  edi¬ 
torial  man  for  deep  Southern  Illinois 
S,600  circulation  weekly  in  city  of  7,000. 
Job  open  due  to  illness.  Permanent. 
Good  working  conditions.  Hard  work. 
Send  complete  information  and  salary 
requirements  to  Box  4308,  Editor  A 
Publisher. 


EXPERIENCED  Librarian  on  medium 
sized  Midwestern  Daily.  Please  state 
experience  and  expected  salary.  Box 
4408,  Editor  &  Publisher. 


NORTHERN  New  York  morning 
daily  wants  three  experienced  men  to 
work  in  editorial  department.  One  to 
work  as  senior  reporter  covering  city 
hall,  police,  fires,  jjolitics.  Another  to 
work  as  editorial  staff  general  utility 
reporter  and  copy  reader.  Another  to 
manage  bureau  office  and  write  news 
and  supervise  some  advertising  and 
circulation  work.  Applicants  please 
write  Box  4439,  Editor  &  Publisher, 
Stating  name,  age,  address,  telephone 
number,  education,  qualifications  and 
references. 


TRADE  PAPER  EDITOR 
A  NATIONAL  PUBLISHER  with  a 


HELP  WANTED 

SITUATIONS  WANTED 

Free  Lance  Writers 

Administrative 

SELL  YOUR  feature  material  to  the 
huge  house  organ  field.  3,000  house 
organs  buy!  Payment  from  $10  to 
$100  for  single  photo-and-caption  fea¬ 
tures.  Free  information.  Gebbie  Press 
Services,  19  East  48,  N.  Y.  C.,  N.  Y. 

COMPTROLLER  and  Credit  manager 
Daily  and  Sunday  100,000  circulation. 
Experience  includes  management  level, 
can  give  best  of  references.  Box  4106, 
Editor  A  Publisher. 

GENERAL  MANAGER 

TOP  level  management  experience  in 
all  phases  of  newspaper  operation  in 
highly  competitive  field.  Interested  in 
a  situation  where  ability  and  experience 
can  be  fully  utilized  in  the  devejopment 
of  newspapers  potential.  Replies  held 
in  strictest  confidence.  Box  4321,  Edi¬ 
tor  A  Publisher. 

Promotion — Public  Relations 

BEGINNING  PROMOTION  WRITER 
NEEDED  by  leading  syndicate  and 
news  service.  Some  news  writing 
background  desirable :  imagination, 
orderly  thinking  necessary.  About  one- 
third  time  will  go  to  non-writing 
chores  which  require  someone  good  at 
details.  Prefer  college  graduate  in  his 
20’s.  New  York  City  location.  Please 
write  us  about  yourself,  avoiding 
canned  resumes.  Box  4437,  Editor  A 
Publisher. 

AN  EDITOR-PUBLISHER-Advertising 
man.  ali  wrapped  in  one  package. 
With  sound  newspaper  experience,  age 
41,  is  looking  for  a  job,  position, 
proposition,  or  investment.  Is  now 
owner  publisher  of  excellent  weekly 
that  will  gross  $70,000  in  advertising 
this  year.  Has  shown  constant  ability 
to  make  a  profit  and  manage  a  busi¬ 
ness.  Wife’s  iilness  forces  sale  at 
present  location.  When  paper  is  sold 
this  man  available.  If  qualifications 
interest  you,  or  you  have  a  proitosi- 
tion  to  offer.  Wire  Box  4454,  Editor 

A  Publisher. 

Salesmen 

EXPERIENCED  salesman  for  publirii- 
ing  firm  with  available  time  and  high¬ 
speed  equipment  to  handie  large  pub¬ 
lication  or  circular  runs,  including 
color.  Generous,  straight  commission. 
Potential  for  right  man  to  pyramid 
contracts  quickly  into  high-salary 
bracket.  Practically  a  business  of  your 
own,  with  modem,  established  print¬ 
ing  firm  behind  you.  Chart  Area  2. 
Immediate.  Box  4329,  Editor  A  Pub¬ 
lisher. 

EXECUTIVE  ASSISTANT 

B.  A..  M.  A.  (economics)  ;  extensive 
printing  experience,  ITU  member;  32, 
ambitious,  seeking  administrative  op¬ 
portunity.  For  details.  Box  4442, 
Editor  A  Publisher. 

Mechanical 

CREATING  new  position  for  Mechan¬ 
ical  Production  Manager  on  combina¬ 
tion  newspaper  over  50,000.  Want  man 
under  40  to  assume  responsibility  of 
working  toward  maximum  printing 
efficiency  and  coordinate  departmental 
effort.  Give  experience,  salary  in  first 
letter.  Address  Box  4327,  Editor  A 
Publisher. 

EXPERIENCED  publisher  smail  daily, 
general  manager  6  years  small  daily, 
advertising  manager  25,000,  salesman 
50,000.  Owner  publisher  three  maga¬ 
zine  group  6  years  available  due  to 
sale  of  business.  Especially  strong  in 
advertising  and  community.  Knowledge 
of  shop,  news  and  circulation.  Radio 
exiierience  as  general  manager  news¬ 
paper  owned  station.  Family  man,  44. 
Highest  references.  Around  $10,000 
with  chance  to  earn  advancement.  Box 
4404,  Editor  A  Publisher. 

DAILY  NEWSPAPER,  midwest  area, 
will  soon  have  opening  for  top  com¬ 
posing  room  machinist  thoroughly  com¬ 
petent  to  maintain  repair  linotypes, 
intertypes,  teletypesetters,  ludlows,  etc. 
This  is  b»t  machinist  job  in  this  area. 
References  and  complete  details  back¬ 
ground  first  letter.  Open  shop,  top 
working  conditions.  $6,500  per  year 
minimum  to  man  who  can  qualify.  Box 
4304,  Editor  A  Publisher. 

PUBLISHER’S  DREAM 

I  am  cost  conscious.  Over  20  years 
experience  in  Advertising,  Business 
office,  and  Newsprint.  Desire  change 
where  results  are  appreciated.  Box 
4403,  Editor  A  Publisher. 

WANTED  combination  news  photog¬ 
rapher-photoengraver  for  large  weekly 
newspaper.  Good  Future.  The  Specta¬ 
tor.  Joliet,  Illinois. 

TOP  MECHANICAL  Superintendent 
must  be  thorough  pressman  and 
stereotype.  Knowledge  of  color  print¬ 
ing  and  all  phases  of  reproduction. 
Circulation  70.000.  Box  4407,  Editor  A 
Publisher. 

NOTICES 

Naturally  that  new  Job  These  Columns 
Help  you  find  means  a  change  of  Ad¬ 
dress.  Notify  us  immediately  in  chang¬ 
ing  your  subscription  address  as  it 

Include  OLD  as  well  as  NEW  address. 
Editor  A  Publisher  Circulation  Dept. 

INSTRUCTION 

SITUATIONS  WANTED 


AdminUtrativa 


CAPABLE  newspaper  executive  Hsh 
opportunity  to  improve  medium  da 
daily  or  large  weekly  in  Chart  Ana 
2-3-6,  with  chance  to  acquire  intend. 
Record  of  proven  accomplishment  am 
personal  integrity.  Box  4405,  Edita 
A  Publisher. 


YOUNG  MAN 
AVAILABLE  SOON  FOR 
DISPLAY  AD  MANAGER 
OR 

BUSINESS  MANAGER 


Depending  on  Size  of  Publication 


EXPEIRIENCE  includes  bureau  nwiy. 
ager,  ad  salesman,  ad  manager,  wkt 
excellent  record.  Bought  weekly  am 
job  shop  for  my  company  and  set  m 
competitive  daily  which  included  bny 
ing  building  and  all  equipment,  sui«^ 
vising  instailation  and  hiring  entin 
staff  of  25. 


COMPANY  now  out  of  newsptps 
business  and  this  man  prefers  to  fat 
low  newspaper  line  rather  than  ok 
present  activities  which  will  regain 
living  in  New  York  City. 


SEVEN  years  with  my  companian 
best  of  references  available  from  wal 
known  newspapermen.  29  years  oU, 
married,  two  children,  veteran,  Noitk 
Carolina  native.  Salary  secondary  ti 
opportunity.  Prefer  Southern  loco 
tion. 


WRITE  present  employer,  Edwin  Mati 
Williams,  Box  4451,  Editor  A 
Usher. 


EXPERIENCED  publisher,  46  will 
assume  full  responsibility  for  lu|i 
weekly  or  small  daily.  Opportuaitr 
to  buy  part  or  all  desirable.  Fai 
range  of  experience,  including  com 
mercial  printing.  Middle  west  desiiaf 
but  all  places  considered.  All  answan 
confidential.  At  present  owns  osi 
paiier  doing  six  figure  business  hi 
with  ample  help  to  take  over.  Wrik 
Box  4461  Eiditor  A  Publisher. 


Circulation 


CIRCULATION  MANAGER,  ExpaA 
enced  all  phases  of  circulation.  ^ , 
teen  years  experience.  Twelve  yaan' 
Circulation  Manager,  prefer  rape 
with  twenty  five  to  one  hundred  thoas 

and  circulation.  Good  record,  best  al 

references.  Box  4219,  Editor  A  PA 
Usher. 


AGGRESSIVE,  capable.  cireulaiii 
thirty  years  working  experienoa  al 
phases  seeks  iMsition  where  depait 
ment  needs  invigorating.  Can  chuii 
to  Little  Merchant  or  show  staadt 
growth  at  minimum  cost.  Know  ABC 
Post  Office-Carrier,  dealer  and  nai 
promotion  and  copy.  Traffic,  peraoa 
nel,  budgets.  Minimum  $6500.  Bo 
4231,  Editor  A  Publisher. 


leading  magrazine  in  the  restaurant 
and  institutional  field  ofiers  immed¬ 
iate  top  position  on  Editorial  staff. 
Editor  must  have  experience  in  the 
food  service  field,  a  family  man  under 
45,  who  is  willing  to  relocate  in  a 
beautiful  Mid-Western  City.  Must  have 
ability  to  supervise  others.  Position 
offers  attractive  starting  salary  with 
future  growth  opportunity  limited  only 
by  the  individual.  Send  complete 
resume  in  first  letter.  All  replies  will 
be  held  in  strict  confidence,  ^x  4415, 
Editor  A  Publisher. 

WANTED  at  once.  Experienced  gen¬ 
eral  news  reporter,  steady  and  sober. 
Morning  daily,  7,500  circulation.  Cen¬ 
tral  Indiana.  Contact  The  Frankfort 
Morning  Times,  Frankfort,  Indiana. 

YOUNG  man  to  fill  small  daily  com¬ 
bination  spot,  general  assignment, 
sports,  photo.  Clayton  Darray,  Free 
Press,  Nampa,  Idaho. 

CAPABLE  woman  under  35  to  join 
prestige  metropolitan  daily  women’s 
department  on  career  basis.  Both  desk 
and  writing  experience  needed,  plus 
self  reliance  and  desire  to  fit  into  ha^ 
py  group  where  pay  comparable  to 
men's  goes  to  women  who  think,  ^ne- 
fits  include  retirement  plan,  hospital 
insurance,  five-day  week.  Vacancies 
rare.  Reply  to  ^x  4462,  Editor  A 
Publisher. 


Clattified  Advertiting 

BIG  CLASSIFIED  REVENUES 
DON’T  "JUST  HAPPEN"  .  .  . 

IN  most  markets  lineage  limits  are 
determined  ONLY  by  skill  and  know¬ 
how  of  classified  staff  i>eople. 

THE  20-WEEK  Howard  Parish  Cias- 
sified  Training  Program  pays  off  BIG 
and  FAST.  Scores  of  distinguished 
newspapers  now  use  the  PariA  cor¬ 
respondence  course. 

TIGHTLY  organized  plan  stays  under 
your  control  at  all  times.  Staffers  r»> 
ceive  full-range  drilling  in  sales,  copy, 
classified  competence  that  gets  busi¬ 
ness.  Written  exams  positively  re¬ 
quired — phonys  flunked. 

FULL  20-week  Course  $60.  Registra¬ 
tion  $12,  per  enrollee — balance  $3.00 
Iier  enrollee  per  week  for  16  weeks. 
Enroll  selected  staffers  immediately — 
or  request  full  data  return  mail. 


HOWARD  PARISH 

School  of  Classified  Advertising 
2900  W.  79th  St.,  Miami  47,  Florida 


EDITOR  &  PUBLISHER'S  CHART  AREA 


Use  CHART  AREA  Number  in  Ad  copy  for  showing 
LOCATION  without  IDENTIFICATION 


N.M.  5??*^ 

io  1 
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EDITOR  ac  PUBLISHER  for  October  30,  19)* 


SITUATIONS  WANTED 


Editorial 


SITUATIONS  WANTED 


SITUATIONS  WANTED 


^  experienced  Circulation  man  seeks  ALERT,  AMBITIOUS  city  hail  re- 
M«ney  for  srood  daily.  Have  cash  bond  porter,  25,  on  A.M.  daily,  46,0<>0  city 
****  ’  ud  excellent  references.  Well  quali-  population.  Chart  Area  2  for  20  months 
***■  M  io  •''•cy  way.  Permanent.  South-  wants  chance  at  metropolitan  oompeti- 
!  MXt  preferred.  Box  4209,  Editor  A  tive  job,  any  place.  Former  small- 
’  Pablisher.  town  sports  editor,  (teneral  reporter  for 

- VoUNG  HAN,  now  a  Manaeer  wants  «  months.  Edit^  rollege  wee^y.  Short 

to  ^ve  to  a  larger  job.  All  phases.  «billty  and  varied  ex^r- 

tffin  wnsider  a  good  AssisUnt  Man-  com^nsates.  Vet,  single,  refer- 

^  Ab.  Prefer  Chart  Area  9  or  ences,  aWitional  information  from  Box 

■  'f  a^Write  Box  4326,  Editor  A  Pub-  f226;_Edito^  P^bhsher^ _ 

t  i  EDITOR-WRITER  t  37.  Int6rcstcd 

?  JmXKJE  Graduate  now  employed  as  magazine  trade  journal,  weekly  paper. 

i  iuirta^  Circulation  Manager  desires  Now  ^iting  trade  Journal.  Experi- 

lu  m...  I  relocate.  Experience  in  all  phases 

er  circulation  on  small,  medium  and  A  Publisher. - 

■klv  ^  I  Bietropolitan  papers.  Can  offer  best  REPORTER.  Three  years  large  daily, 

j  ^  _|g{  references.  Box  4419,  Editor  A  Single,  college  grad.  Go  anywhere. 

ledVJI  I  Publisher.  Box  4245,  Editor  A  Publisher. 


BEGINNING  SPOT.  Ambitious  Vet-  SECRETARY,  Top  flite,  part  time, 
eran,  just  discharged,  desires  start  Available  daily,  eves.  Editorial  ex¬ 
daily  in  medium-sized  city.  Yale  grad-  perience,  handle  volume.  Phone  (NYC) 

uate.  B.A.  in  English.  Age  26,  un-  MU  6-7594 — 9  to  5:30. _ 

married.  Box  4468,  Editor  A  Pub-  SHARP,  solid  award-winning  Editorial 

Usher. _  writer,  columnist,  reader-reaction  pr<H 

COMPETITIVE  PAPERS  ONLY  voker,  49.  swing  any  desk,  excellent 
SKILLED  sports  executive  desires  to  health,  habits.  References.  Box  4427, 
move  from  metropolitan,  monopoly  pa-  Editor  A  Publisher. _ 


per  to  spot  where  makeup,  coverage, 
picture  treatment,  promotions  and 
general  attention  to  detail  have  better 
chance  showing  up  in  contrast  to 
opposition.  Family  man  in  middle  30’s 
with  best  references.  Prefer  staff  job 
with  chance  to  advance  as  worth  to 


WHAT’S  YOUR  NEED? 
J-grad,  31.  single.  12  years 
top  paiiers,  has  been  sports 
editor,  magazine  editor,  en¬ 
tertainment  editor,  managing 
editor,  available  at  once. 
Box  4444,  Eklitor  A  Publisher 


t,  sup^^  .  .  n  .  ®I^  Years  experience,  chiefly  copy  desk 

I  entin  Artiatg — Vartoontats  and  sports.  Missouri  grad,  1949.  Mar- 

EDITORIAL  Artist.  80.  married.  Six  ^.’or  a' pS?Ii.{fer 

AAs  experience  with  large  city  news-  .Editor  A  Publisher. _ 

'  paper.  Qualified  recommendations  on  SIX  YEARS  newspaper  work  plus  free- 

10  lok  request.  Would  prefer  Chart  Areas  4-  lance  TV,  radio,  masrazine.  Drawing 
Coastal  cities.  Box  4230,  top  pay  now  as  staff  writer  on  metro- 
Editor  A  Publisher.  I>olitan  daily.  ^  Seek  advantageous 

artisTwPARTOONTST  change,  opportunity.  Married,  28,  Vet, 


ARTiQT  PAPTnnvTQT  cimuKks,  uypuriunuy.  xnarneo,  zs,  vei, 

mpansz  Editorial ’'and  ^i^^^^^cSst  with  p‘SgliJher"“*- 

rom  wtl  B.S.  in  commercial  art.  Two  years  ex-  - - - _ 

ars  oU.  perience  in  the  Army.  Can  also  do  rrtpv  nir  snirw . 

u.  Nort  idrertising.  Box  4313,  Editor  A  Pub-  KtADERT 

ndsry  bf  bher.  YOU’LL  ALWAYS 

FIND  A  JOB  I 


Claaaified  Advertiaing 


QjQri 


I  j.  I  I’D  like  to  see  that  statement  proved 

A  p2E  (XASSinED  ADVERTISING  Manager  •  •  •  have  20  years  experience  on  fast 
?  avtilsble;  thoroughly  seasoned:  familiar  nactropoliton  desk  .  .  .  plenty  of  stints 
^  with  complete  operation;  resourceful,  ^  on  makeup,  in  slot  .  .  . 

" creative  producer:  hard  worker;  excel-  under  honorable  condi- 

46  vis &i  lent  record;  middle  aged;  good  refer-  tions  .  .  ,  locate  anywhere  •  .  .  salary 
or  larfifctnees.  Interested  primarily  in  oppor-  ^  community  .  .  .  available 

portunhy  I  tunity  to  build  for  permanency  on  sen-  once.  Box  4331,  Editor  s  Publisher. 

i*;  .SfE  Sib  Mlt^  D.C.  NEWSMANr^irr^ervTce:  dSt: 

t  reporting,  production  background.  82. 

j  *  ^Nisher. _ B  S  Married.  Available  immediately. 

I'm  a  hard-working  promotion-minded  Box  4330,  Editor  ft  Publisher. 

Classified  Manager  with  18  years  news-  - - 

paper  experience.  Wide  reputation  EDITOR-DAILY,  weekly.  Prefer  Cali- 
for  successes  and  winning  awards,  fomia  City  26,000.  Mature,  good  Man- 
I  Will  leave  present  Chart  Area  3  posi-  «Ker,  builds  Public  Relations.  N. 
txm  honorably.  If  your  business  needs  Marks,  Box  841,  Lodi.  California. 

1  time-proven  qualified  builder  with  EXPERIENCED^Pro^Mder.  Editor: 

***^-  Seeks  Part/fuil  time  job.  New  York 
.Editor  A  Publisher. _  City.  Box  4312.  Editor  A  Publisher. 

_  ....  .1  •  MATURE  J-Graduate;  Minors  History- 

-,.1  Diaplay  Advertiaing  Education:  Editor.  Reporter  University 

....  !  I  Pxper,  Magazine.  Commendation  for 

I  WraUSHERS:  Contemplate  s^ial  Reporting,  seeks  reporting  job.  Wide 

edition  ?  Now  getting  three  times  newspaper  contacts.  Fluent  German, 
E  normal  rate  for  Eastera  P“b'>»her.  knowledge  French.  Vet.  married,  one 
^ijable  soon.  Box  4241,  Editor  ft  child,  car,  relocate,  travel.  Box  4838, 
_ Editor  ft  Publisher. 

ADVER-JIK^YnX  Retorting  and/  PAPfR  ^ht 

.a.  ...... ...^..4-*:^..  t5A,  ^4,  witn  some  experience  ana  sam- 

M  business  pubTi^ 


KhtrshlTr  *  WRITER-REPOR’TER :  mature  young 

^ - r  28.  Some  writing  experience. 

PRESS  Officer  of  national  Qualifications  mainly:  Determination, 
memMrship  organization  wants  Edi-  imagination,  native  facility  with  Eng- 
tonal  position  preferably  magazine.  Ush.  Box  4435,  Editor  A  PubHsher. 

Sound  Editorial  and  newspaper  back-  ^.rpTfwp - ^ - n — rm - -"ZT 

ground.  Washington  resident.  Member  WRITER  -  25  -  2  years  experience 
NPC.  Box  4441.  Editor  A  Publisher.  f"**”’, 

■  ■  — — — - —  top  New  York  Media.  Seeks  Editorial 

Ut,bK  JOB  on  daily  or  magazine  Position.  Box  4430,  Editor  A  Publisher. 

wanted  by  journalism  grad,  army  Wpiti.'-p — Ti - _ _  j — 55- 

editor.  Single,  24,  capable.  Box  4446,  WRITER.  U.  of  Chicago  f^rad,  32, 
Editor  A  Publisher.  receritly  returned  3  years  free  lanc- 

- - - - ing  in  Europe,  wants  to  learn  news- 

EDITOR  paper  business.  Starting  pay  secon- 

SKILLED  in  news  and  feature  writ-  <Iai7  to  experience.  Can  relocate. 

ing,  copy  editing,  layouts  and  produc-  Box  4445,  Editor  A  Publisher. _ 

tion :  thorough  knowledge  of  typog-  NEWSCASTER-EDITOR,  knows  that 
■"“gby;  .  leg-work-on  the  spot  reporting  bring 

I  oEEKo  job  on  consumer,  trade  or  best  results.  Experienced  newspaper- 
company  mwazine.  Hobbies  are  pho-  man,  press-photographer,  U.  S.  and 
t^raphy,  philately  and  travel.  Prefer  Europe.  Knows  Foreign  language,, 
^bart  Areas  1  or  2,  Box  4424,  Editor  World  War  II  veteran.  B.S.,  Graduate 
” _ Publisher. _ studies.  Widely  traveled.  Refereneea. 


— _ Publisher. _ studies.  Widely  traveied.  Refereneea. 

EDITOR-WRITER  seeks  challenging  Box  4460  Elditor  A  Publisher, 
post.  3  ’/j  years  experience,  news  and  — — 

sports  beats.  Can  handle  makeup,  Photographera 

features  and  column.  Top  references. 

Vet,  28.  single.  Available  now,  will  PHOTOGRAPHER.  Fairchild  operator 
travel.  Box  4457,  Editor  A  Publisher,  wants  to  relocate  in  chart  area  6.  Otlmr 
EXPERIENCED  MWliekT^^rti^  locations  considered.  Young,  a»bn. 
Philadelphia-Baltimore  suburban  press :  Presently  employed.  College  back- 
editing.  news,  columns,  features,  some  ^as  camera,  ear.  ^Will  re- 

advertising.  Box  4423.  Editor  A  Pub- 

lisher.  Editor  A  Publisher. 


FUTURE  MOST  IMPORTANT  1  Promotion— Public  Relation, 


REPORTER.  3  years  all  beats,  fea¬ 
tures,  Chart  Area  2  dailies.  Married,  , 

26,  vet,  J-Grad.  Box  4431,  Editor  ft  BLUE  CHIP  SECURITY 

Publisher.  |  F'OR  large  daily  dividends  invest  now 

MATURE,  marri'ed.  34.  rounded  ex-  L"  ‘‘r 

perience,  seeks  city  editor  post  or  experience  on  city  daily,  who  wanto 
le.Hino.  10^0  puWic  relations  career.  Natural  forto 


Diaplay  Advertiaing 


4^ 


ri;;  %x.n:w7;ape™;n  of  ex‘,;;ilert  tor  A  Publisher. _ 

disrscter  and  broad  experience.  Box  opnTJXcwni'rii’ij  s 

«04,  Editor  A  Publisher.  SPORTSWRITER,  8  years  ewriCTce 

- - writing,  editing,  makeup.  82.  BS.  Now 

MUST  LOCATE  (?hart  Area  8-9  or  employ^  60,000  a.m.  daily  in  Chart 
1».  16  yeara’  ReUil  Advertising.  Strong  Area  9.  Box  4314,  Editor  A  Publisher. 

copy,  sharp  layout,  sales,  linage  pro- - - - 

motion.  Handling  top  and  middle  STATE  EDITOR.  81,  on  large  Upstate 
Mamed.  Age  35.  Uew  York  daily  (evenings  and  Sunday) 
IMidmst-^uth  background)  Best  rea-  5  years,  seeks  similar  position  or  other 
E."  desk  job.  SUte  editor  of  morr'ng 

Box  4426,  Flditor  A  Publisher,  paper  8  years,  also  assistant  city  •  I- 

tor  and  swing  man  on  departme.  .J 
_  Editorial  desk.  Family  man.  Best  reference#. 

uvwcu  A  XT  00  Box  4317,  Editor  A  Publisher. 

NEWSMAN,  32.  seven  years  newspaper,  zL _ -  -  — - 

•ire  service  experience.  Able  deskman.  TELEGRAPH  Editor,  rewrite,  feature#, 
••porter.  Know  makeup.  Former  editor  7  years  experience.  30.  married,  Mis- 
of  INS,  Chicago  bureau.  Now  employed  souri  journalism  grad.  Now  employed, 
u  business  writer.  Top  refcrences.  Mis-  Box  4301.  Editor  A  Publisher. 

•ouri  U.  honor  graduate.  Family.  Chart - 

6,  8.  Box  4108.  Editor  A  Pub-  ALL-Around  newsman,  5  years  ex- 

”ber. _ _ perience  courthouse,  city  beats,  sports. 

SPORTS  ^ITER:  Twelve  years  ex-  desk,  now  City  Editor  small  Eastern 
perience  includes  coverage  for  dailies  Daily,  seeks  move  to  large  or  inedium 
of  *11  major  and  minor  league  pro-  daily  Chart  Areas  ^  6,  or  o*  Smgle, 
fcMional  sports  including  World  Series,  vet,  26.  Box  4421,  Editor  ft  Publisher. 

*11  major  college  sport#  including - ~ 

tournaments,  Army-Navy  game.  ALL  AROUND  newspaperwoman  11 
Orange  Bowl.  Am  29.  Now  editor  of  years’  solid  experience.  M.A.  Top 
Isrse  weekly  paper  desiring  return  to  features  and  column.  Flditorships : 
Wilts  field.  (College  man.  Samples  on  amusements.  book,  woman’s  page 
rsqnest.  Box  4151,  Fklitor  A  Publisher,  fashions,  art.  After  year  Stone  Jungle 

TIR^Of'^GNAfTt  PAPER-,-^  ArrasTl‘o-12-7*  'r>x 

JOTter  raployedj^  single,  undraftable  EdUor  A  Publisher. 

lormer  Marine  Corps  combat  corre- - 

yondent  seeks  action-packed  connec-  COPY  EDITOR.  31,  competent  all  de- 
t»n  abroad,  or  live  domestic  metro-  partments,  ripe  for  development.  Will 

EUtan  paper.  Box  4182,  Editor  A  Pub-  be  at  SDX  parley.  East  preferred. 
b«r.  Box  4447,  EMitor  A  Publisher. 
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position  leading  thereto  on  10,000  or  f *7^97  rhi:; 
over  daily.  Presently  employed  edi-  L"  V  fnri  2  A 

torially  on  metropolitan  daily.  Box  J  4818,  Editor  ft 

4459,  Editor  ft  Publisher.  _ 

niTGif  MAM  irt^ckwo  *MAVA_iin  **A  CHANCE  TO  LEARN  THE 

ex4rien“^  •  3oT  m.rri^  Misfouri  ROPES”  in  PubUc  ^lations.  Mature 
Graduate.  Now  employed.  Box  4418,  2«.  MBA  degree,  4  yeare 

Editor  A  Publisher.  management  cons^Ung  and  some  writ. 

„  .  — _ _ _ _ — — — -  ing  experience.  Will  devote  full  time 

PART-TIME  RESPOF^IBLE  Editor,  effort  to  prove  myself.  Box  4434. 
versatile  writer,  Idea-Gal”  with  seven  Editor  A  Publisher. 

n.'"5la?ttt‘t.n*h\'rt7rrob.^o^"  ARRIVING  UOS  ANGELES  SOON- 
4455,  Editor  A  Publisher.  i 


4455,  Editor  A  Publisher.  ’  ^Ity 

—  -  ^  ^ ^  Public  Relations  Man  with  newspaper 

J  ®  EDITOR-PHOTOGRA-  background.  B.A.  Box  4416,  Editor  A 
PHER.  6  years  top  positions  U.  S.  Publisher 

and  abroad.  Seeks  position  with  either  TgctgT.MT - priprlr — ppT'ATrriMQ 

newspaper  or  magazine.  Skilled  ASSISTANT  PUBLIC  REJ^TIONS 
writer.  Wife  well  known  Feature  and  DirMtor  and  Chief  Press  Offirer  of 
Fashion  writer.  Highest  of  references,  nation^  m^bership  organinition 
Available  singly  or  as  tram.  Box  4456.  needs  Public  Relations  position  due  to 
Editor  A  Publisher.  military 

- ri - - - —  PRO.  Washington  resident.  Member 

..T°°  sports  NPC  4440  Editor  A  Publisher, 

writer-editor  seeks  return  to  paper  —  — t. — 

under  100,000.  4  years  experience.  Col-  TIRED  OF  NEWSPAPER  PAY  efter 
iege  grad.  Camera.  Top  References.  fo“/  ye*”  '"fe-  dailies,  desk 

Prefer  Midwest,  West.  Box  4422.  Edi-  »"?  street,  literal  arts  grad  can 
tor  A  Publisher.  write,  would  like  a  try  at  public  re- 

— n - ZZ - : -  lations,  house  organ,  magazine  or 

REPORTER  15  months  expcnence  4443  * 

weeklies.  Single.  26.  A.B.J.  Editor  p.-Kij,!,.- 
College  publications.  Further  studies 

abroad.  Prefer  place  on  small  com¬ 
petitive  daily  in  South  or  East.  Ex¬ 
cellent  references,  salary  secondary.  .  .,0* 

Clips  on  request.  Box  4420,  Editor  A  ^  Compositor  lilte  to  move  to  US^ 
Piihlisher  Ehcperienced,  married,  Canadian,  Chart 

- S:; - i - ^ -  Area  1  or  2.  Box  4216,  Editor  A  Pub- 

REPORTER.  24,  can  leave  imme-  Usher 

diately.  Journalism  and  advertising  _ _ 

background.  Columbia  graduate.  Box 

4425  Editor  A  Publisher. _  CHIEF  MACHINIST 

REPORTER.  Writer  with  verve,  style,  NOW  Traveling,  desires  permanent  po- 
humour.  3%  years  daily  experience,  sition.  Age  46;  20  years  fu'l  time 
Vet,  single.  M.A..  Phi  Beta  Kappa,  machinist,  chief,  factory  erector,  elec- 

Box  4449.  Editor  A  Publisher. _  trician.  At  trade  80  years ;  fumiliar 

SPORTS  Writer-Editor.  Vet.  J-Grad.  with  «11  J?”'" 

Looking  for  position  in  Chart  Area  6.  Address  Box  4807,  Editor  A  Publlsber. 

Box  4429,  Editor  A  Publisher. _  PHOTOENGRAVER  10  years  newspa- 

TOP-NOTCH  REPORTER  per  experience.  All  phases.  Chart 


Mechanical 


General,  rewrite,  features.  15  years  Area  9.  Would  consider  Pitting  Jn 
experience ;  available  immediately.  Box  plant  with  newspaper.  Box  4402,  Edi- 
4417.  Editor  A  Publisher.  tor  A  Publisher. 
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Shop  Talk  at  Thirty 


By  Robert  U.  Brown 

Another  printing  revolution 
may  be  upon  us  because  of  the 
new  production  techniques  and 
devices  being  developed.  Many 
of  them  are  now  in  experimen¬ 
tal  use.  If  they  live  up  to  ad¬ 
vance  billing,  a  lot  of  one-news- 
paper  towns  around  the  country 
may  find  themselves  with  new 
competition. 

It  is  paradoxical  that  new  de¬ 
vices  will  permit  establishment 
of  competition  for  established 
newspapers  which  have  been 
mis-using  a  new  device. 

The  Teletypesetter  is  a  won¬ 
derful  invention.  It  has  proved 
to  be  a  cost-saver  in  these  days 
of  high  production  costs.  When 
it  was  hooked  up  to  a  press  as¬ 
sociation  wire  circuit  so  that 
news  copy  could  be  fed  in  tape 
form  right  into  the  composing 
machines,  the  Teletypesetter’s 
efficiency  was  quickly  recog¬ 
nized. 

But  it  seems  to  us  that 
many  small  newspapers  have 
gone  too  far  in  relying  on  TTS 
to  reduce  costs  not  only  in  the 
composing  room  but  in  the  news 
room. 

Here  is  what  has  happened  on 
many  small  newspapers,  and  the 
situation  seems  to  be  getting 
worse  rather  than  improving:  It 
is  so  economical  to  use  the  tape 
off  the  news  wire  that  many 
publishers  are  feeding  it  to  the 
machines  with  little  if  any  edit¬ 
ing.  The  wire  carries  interna¬ 
tional,  national  and  state  news. 
The  result  is  that  many  so- 
called  “home-town”  or  “com¬ 
munity”  newspapers  are  filling 
their  columns  to  an  overwhelm¬ 
ing  degree  with  non-local  news. 

They  are  forgetting  the  pri¬ 
mary  reason  for  the  small  town 
papers  existence:  coverage  of 
local  news  that  the  readers  can 
get  from  no  other  medium. 

*  ♦  ♦ 

Our  conclusions  have  been 
based  on  observations  and  con¬ 
versations,  but  there  is  evidence 
to  support  them.  Scott  M.  Cut- 
lip,  associate  professor  of 
journalism  at  the  University  of 
Wisconsin,  undertook  a  study 
of  the  content  and  the  flow  of 
the  news  from  the  AP  Teletype¬ 
setter  circuit  to  four  “typical 
non-metropolitan  dailies”  in  his 
state.  Writing  about  it  in  the 
October  issue  of  Public  Rela¬ 
tions  Journal,  he  reported  that 
Wisconsin’s  non  -  metropolitan 
AP  papers  received  a  daily  av¬ 
erage  of  122  items  totaling  19,- 
423  words;  a  report  69%  of 


which  originated  from  the  trunk 
wire  and  31%  of  state  origin. 

“Out  of  this  reduced  and  re¬ 
vised  news  report  four  Wiscon¬ 
sin  dailies  —  fairly  typical  of 
Wisconsin’s  non  -  metropolitan 
press — select  and  use  anywhere 
from  55%  to  87%  of  the  news 
transmitted  by  AP,”  he  said. 

The  paper  that  used  87%  of 
the  wire  news  obviously  had  lit¬ 
tle  if  any  room  left  for  local 
news  after  sandwiching  in  ads, 
columns,  comics  and  editorials. 

“This  study  also  shows,”  Mr. 
Cutlip  continued,  “when  com¬ 
pared  to  the  one  of  1950-51,  that 
introduction  of  the  TTS  wire  in 
Wisconsin  has  resulted  in  use 
of  more  wire  news  and  less  local 
news  and  pictures.  All  four 
papers  showed  an  increase  in 
use  of  wire  news  as  against 
two  years  ago.  There  was  a 
corresponding  decrease  in  the 
amount  of  local  news  used  by 
three  of  the  four  daily  news¬ 
papers  measured. 

“In  one  case  where  TTS  tape 
is  used  with  only  minor  editing, 
this  drop  was  sharp — nearly 
17%.  If  this  trend  becomes  a 
widespread  fact,  it  has  serious 
implications  for  newspapers  as 
they  buck  increased  competi¬ 
tion,  especially  TV.” 

«  «  * 

We’ll  say  “amen”  to  that  con¬ 
clusion. 

Coverage  of  local,  regional, 
national  and  international  news 
— and  its  publication  as  a  print¬ 
ed  record  —  can  be  a  virtual 
monopoly  for  newspapers. 
Weekly  magazines  can  do  a 
good  job  of  bringing  you  up-to- 
date.  Monthly  magazines  can 
review  and  go  behind  the 
scenes.  Radio  and  TV  can  high¬ 
light  the  news  and  give  an  oc¬ 
casional  event  extensive  cover¬ 
age — but  there  is  nothing  per¬ 
manent  for  the  people  to  put 
their  hands  on. 

But  only  the  local  newspaper 
can  cover  the  home  town  news. 
Even  that  big  metropolitan  com¬ 
petitor  in  the  nearby  city  can’t 
do  it. 

The  newspapers  that  are  so 
economy  minded  that  they  have 
all  but  eliminated  their  coverage 
and  display  of  local  news  are 
not  fulfilling  their  roles  as 
neic.spapers.  If  the  new  devices 
live  up  to  expectations  of  ef¬ 
ficiency  and  lower  cost  pro¬ 
duction,  these  newspapers  might 
find  themselves  with  competi¬ 
tors  who  will  perform  that 
function. 


EDITOR  &  PUBLISHER  CALENDAR 

Nov.  1-3 — New  York  State  Circulation  Managers  Association,  j 
Fall  meeting,  Hotel  Astor,  New  York  City. 

Nov.  4-6— Pacific  Northwest  Newspaper  Advertising  Executivti 
Association,  Fall  Conference,  Davenport  Hotel,  Spokane,  Wash. 

Nov.  5-6— Eastern  North  Carolina  Press  Association,  Fall  meeting,  \ 
Fayetteville  (N.  C.)  Observer. 

Nov,  7-9 — National  Newspaper  Promotion  Association.  Central 
Regional,  Netherlands  Plaza,  Cincinnati. 

Nov.  7-9 — Texas  Circulation  Managers  Association,  Fall  meeting, 
Hotel  Texas,  Ft.  Worth. 

Nov.  7-12 — National  Association  of  Real  Estate  Editors,  annual 
convention.  Hotel  Cleveland,  Cleveland,  Ohio. 

Nov.  8-10 — Southern  Newspaper  Publishers  Association,  Sid 
annual  meeting,  Boca  Raton  Hotel  and  Club,  Boca  Raton,  Fla. 

Nov.  8-10 — Association  of  National  Advertisers,  annual  meeting, 
Hotel  Plaza,  New  York  City. 

Nov.  8-12 — American  Press  Institute,  under-50,000  clrculatioi 
seminar,  Columbia  University,  New  York. 

Nov.  10-13 — Sigma  Delta  Chi  convention,  Deshler-Hilton  Hotal. 
Columbus,  Ohio. 

NOV.  13 — Connecticut  Editorial  Association,  fall  meeting.  Uni¬ 
versity  of  Connecticut,  Storrs,  Conn. 

Nov.  15-16 — National  Newspaper  Promotion  Managers  Association, 
Eastern  Division,  meeting.  Mount  Royal  Hotel,  Montreal,  Canada. 

Nov.  17-20 — Associated  Press  Managing  Editors  Association,  Inc, 
annual  meeting.  Hotel  Tampa  Terrace,  Tampa,  Fla. 

Nov.  29-Dec.  3— American  Press  Institute,  over-50,000  circulation 
seminar,  Columbia  University,  New  York. 

Dec.  6-17 — American  Press  Institute.  City  Editors  seminar,  Co¬ 
lumbia  University,  New  York. 

1955 

JAN.  9-11 — Southern  Classified  Advertising  Managers  Associa¬ 
tion.  meeting,  Miami,  Fla. 

Jan.  17-28 — American  Press  Institute.  Publishers  and  Editon 

seminar,  Columbia  University,  New  York. 

Jan.  20-22 — Tennessee  Press  Association,  mid-winter  convention 

Hotel  Hermitage,  Nashville. 

Jan.  21-22 — Wyoming  Press  Association,  56th  annual  Winta-- 

meeting,  Cheyenne.  i' 

Jan.  28-29 — New  Mexico  Press  Association,  annual  meeting.  Ros-  | 
well,  N.  M. 

Jan.  30 — Capital  District  Newspaper  Mechanical  conference,  Ta" 
Eyck  Hotel,  Albany,  N.  Y. 

Feb.  11-12 — Maryland  Press  Association,  annual  meeting,  Balti¬ 

more,  Md. 

Feb.  14-Feb.  25 — American  Press  Institute,  newspaper  advertising 
seminar,  Columbia  University,  New  York. 

Feb.  14 — Associated  Dailies,  meeting.  Hotel  Statler,  Buffalo. 

Feb.  15— New  York  State  Publishers  Association,  35th  winter  cor 
vention.  Hotel  Statler,  Buffalo. 

Feb.  18-19 — lAMA-PNPA  Advertising  Conference,  Penn  Harris 
Hotel,  Harrisburg. 


DUO  lilinDEfi 

A/e^oiiaiot 

FOR  THE  PURCHASE  AND 
SALE  OF  DAILY  NEWSPAPERS 

• 

1701  K  Street,  N.  W.,  Washington,  D.C. 
Lincoln  BuiJJing  . . .  New  York,  N.  Y. 
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LINOTYPE  CORONA  CAN  CUT 
YOUR  NEWSPRINT  COSTS 


See  What  the  New  Corona  Cuttings  Can  Save 


Corona  Sets  Narrower 
Yet  Reads  Bigger 

Linotype  Corona  looks  as  big  as 
other  faces  a  full  point  larger.  And 
it  fits  more  words  into  a  column 
inch  than  faces  of  the  same  point 
size.  With  the  new  cuttings  of  Co¬ 
rona  you  can  trim  a  full  half-pica 
from  column  measures  without 
sacrificing  either  the  letter  count 
or  legibility. 

Compare  the  new  cuttings  of  Co¬ 
rona  with  the  standard  cuttings  be¬ 
low.  Compare  either  with  your 
present  body  dress  and  you’ll  see 
what  Corona  can  save  in  newsprint 
over  the  course  of  a  year.  And  if 
you’re  interested  in  the  recent 
trend  towards  9-point  body  types, 
Corona  is  your  best  bet  for  the 
same  good  reasons— top  legibility 
and  more  words  per  column  inch 
than  other  faces. 

Ask  your  Linotype  Production  En¬ 
gineer  for  full  details  on  news¬ 
print-saving  Corona,  for  manual  or 
tape  operation. 


12  pica  column — 714  a44 

!  Corona’s  shorter  alphabet  length 
I  helps  save  newsprint  by  giving  the  > 
optical  equivalent  of  a  letter  a  full 
size  larger,  with  the  space  economy 
of  a  smaller  size.  With  Corona  you  I 
can  set  more  type  in  less  space  and 
still  give  your  readers  the  benefit  ■ 
of  utmost  legibility,  big  open  char¬ 
acters  and  plenty  of  contrast. 

If  you  want  to  stretch  your  news¬ 
print  dollar  and  give  your  readers  a 
welcome  change  at  the  same  time, 
ask  your  Linotype  Production  En¬ 
gineer  about  a  new  Corona  format 
for  top  readability  with  maximum 
newsprint  economy.  Send  today  for 
the  new  Corona  specimen  folder. 


11  Vz  pica  column — 7V4a52 

Corona's  shorter  alphabet  length ' 
helps  save  newsprint  by  giving  the 
optical  equivalent  of  a  letter  a  full 
size  larger,  with  the  space  economy 
of  a  smaller  size.  With  Corona  you 
can  set  more  type  in  less  space  and 
still  give  your  readers  the  benefit 
of  utmost  legibility,  big  open  char¬ 
acters  and  plenty  of  contrast. 

If  you  want  to  stretch  your  news¬ 
print  dollar  and  give  your  readers  a 
welcome  change  at  the  same  time,  i 
ask  your  Linotype  Production  En- ' 
gineer  about  a  new  Corona  format  , 
for  top  readability  with  maximum 
newsprint  economy.  Send  today  for  j 
the  new  Corona  specimen  folder.  | 


Linotype's  new  Hydraquadder  saves 
time  and  money  setting  quadded  lines. 
Available  on  new  machines  or  for  in¬ 
stallation  on  Linotypes  in  your  plant. 


(•  LINOTYPE 

Mergenthaler  Linotype  Company 
29  Ryerson  Street,  Brooklyn  5,  N.  Y. 

Set  tN  Unotifpe  Corona  and  Spartan  famltiee 


Ag«nci««:  Atlanta,  Baston,  Chicago,  Cleveland,  Dallas,  Los  Angeles,  New  York,  San  Francisco.  In  Canada:  Canadian  Linotype,  Limited,  Toronto,  Ontario 


LE  ADERSHIP  THROUGH  RESEARCH 


Printed  in  U.  S.  A. 


It’s  the  HOUSTON  PRESS . . . 

for  a  bull’s-eye  in  the  big  market! 


When  your  aim  is  the  big  Houston  market,  your 
advertising  is  right  on  target  in  the  Houston  Press. 
And  if  your  sights  are  set  on  Galveston,  too, 
remember  this:  Galveston  is  contiguous  to  the  big 
Houston  Metropolitan  Area.  So  .  .  . 

For  results  in  the  big  Houston-Galveston  market, 
use  the  economical  Press.  Then  add  your  next 
choice  for  heavier  coverage  in  Harris  County  .  .  . 
plus  concentrated  coverage  by  papers  in  nearby  key 
cities  where  the  most  dollars  are  available. 

You’re  on  the  mark  .  .  .  and  set  to  go  .  .  .  when  you 
use  the  Press,  as  the  box  score  below  will  show  you. 


The  Houston  Press  is  Most  Economical  in  Reaching  the 
Income  and  Sales  Dollars  Concentrated  in 
Harris  (Houston)  and  Galveston  (Galveston)  Counties 


In  the  24  counties  comprising  the  Houston 
ABC  City  and  Retail  Trading  Zones,  71% 
of  the  population  lives  in  Harris  and  Gal¬ 
veston  Counties.  This  71%  controls  80% 
of  the  Effective  Buying  Income  and  spends 
77%  of  all  Retail  Dollars. 


Comparable  costs  of  reaching  those  dollars 
through  Houston’s  three  daily  newspapers 
are  shown  below.  Costs  are  based  on  1000- 
line  ads  and  the  ratios  of  circulation  to 
families  were  applied  to  income  and  sales 
dollars. 


Cost  per  AAILLION  DOLLARS 

Harris  and  Galveston 

affected  when  using  1000-line  ad 

Counties  %  of  City  and 
Retail  Trading  Zones 

PRESS 

Rata  .37 

CHRONICLE 
Rata  .51 

POST 

Rata  .50 

Population 

71.2 

Families 

72.8 

Food  Store  Sales 

75.8 

3.64 

3.66 

3.95 

General  Merchandise 
Store  Sales 

80.3 

7.35 

7.36 

8.04 

Sources: 

Population  and  Families — SM,  1954 
EBI  and  Sales — SM,  1954 
Circulation — 9/30/53  ABC  Audit  Report! 
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